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Tandrite quality is definitely 
discernible, both on the surface 
and in the leather. 
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to Stand -aenn pe mua 
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its longer durability and 
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E. HUBSCHMAN & SONS, INC. 
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Army Russet Elk Tanned 
Blucher Oxford 
110— 4to 6Cto E 
4110— 6%2to 8 B to D 
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THE DOCTOR NORMALIZER Especially designed for nor- 
mal or high arches. Patented two-piece steel arch support is flexible 
in walking — rigid while standing. 


THE DOCTOR STABILIZER Patented wood-pegged arch 
construction is light in weight and unequaled for strength. The moulded 
Stabilizer provides a firrn support especially designed for low or weak 


arches. 


Once they've slipped on a pair of Doctor shoes they are Doctor cus- 
tomers for life. This profitable repeat business comes not only from 
the extra comfort of these professionally designed shoes but from the 
smart styling they'll find in the Doctor line. 











Most Styles to Retail Profitably from $15.50 to $17.50 





HOLLAND-RACINE SHOES, INC. 
HOLLAND, MICHIGAN 
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0 just gotta see! 





Swe NEW 
TAN-ART SUEDE KID 


as you never saw white suede before-- 


Suitable weights for men’s, 
women’s and children’s shoes, 
lined or unlined. 


not even Tan-Art’s! 


Finally achieved, after long research and experimenta- 
tion, this is so much of a forward stride in suede tanning 
that every leading manufacturer should examine it imme- 


diately, with the next white run in mind. 


Request sample skins now of this new-founc 'uxury in 
white leather . . . truly the “new look” in suede . . . close, 


velvety, uniform nap . . . easy to work and keep pure white. 





TAN-ART CO., INC. 


GLOVERSVILLE, N. Y. 














you need all four ‘vitamins’ for a 


healthy children’s shoe business! 





a brand that mothers know and respect 





construction features you can promote 


perfect fit for every foot 


one resource for tots through feens 


If you're missing one or more of these 4 “vitamins” with your present brand or brands, 





Pollyannas can stimulate your children's shoe business! Send for our salesman to prove it, 











STYLE No. 8828 


A. S. KREIDER SHOE CO. ANNVILLE, PA. 
New York City Showroom ¢ Marbridge Bldg., 47 W. 34 St. 
West Coast Representative: J. R. Hamelin, 219 West 7th Street, Los Angeles 
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lf vou stocked only 
this one shoe... 








... you could fit, and please, almost every man who 






comes into your store. It’s the famous Walk-Over 






Broadway! No other last has such a 






proven reputation for easy, natural fit. 






And look at this size range — 






190 sizes: 4 to 15, AAAA to EEEE. 






all in stock! You'll get every 






sale with the Broadway! 






Walk-Over prices 






from $12.95 

















HOW SANDLER USES CUSHION CORK 
to add extra comfort to their “Sportsters” 


NZ The diagram above shows how the Sandler of 

7\* Boston “Sportster” cradles the foot—from heel 
to toe—on a full quarter-inch of Armstrong’s Cushion 
Cork. From the first step, this resilient platform pro- 
vides “old shoe” comfort—far beyond anything 
possible with conventional materials. 

This Sandler “Provincetown” open-toe platform is 
slip-lasted. The upper, platform cover, and sock lin- 
ing are sewn together and slipped over the last. 
Then the insole is cemented to the Cushion Cork. 
Both are joined to the sock lining on the last. 

The Cushion Cork used in Sandler “Sportsters” 
is a combination of springy cork particles and a 


ARMSTRONG’S SHOE PRODUCTS 


BOX TOE MATERIALS - FLEXICORK - FILLERS CUSHION CORK + CORK COMPOSITION 





sponged binder. With each step, this resilient mate- 
rial conforms to the foot. It absorbs shocks and jars, 
gives the effect of walking on soft earth. 

You'll find it pays to tell your customers about the 
extra comforts of shoes built with Armstrong's Cush- 
ion Cork. Explain the advantages of this patented 
material during the try-on. The Cushion Cork com- 
fort story will help make new friends and more sales 
for you. Write today for a list of nationally known 
shoes that use Cushion Cork. You probably carry 
lines that give you this extra sales feature. 
Armstrong Cork Company, Shoe Products (Gy) 
Dept., 9607 Arch Street, Lancaster, Pa. 


CUSHION CORK AND FLEXICORK ARE REGISTERED TRADE-MARKS, 

















THE NICE 


No. 32202 — Hubschman 
Mink Brown Calf, Lizard 
Trim, 196 Lost, 13/8 Kant- 
skuff Heel. Walk-O- Bout 
ere 
No. 12202—Same os 32202 
Only in All Over Pitch 
Gleck Gat... ss $7.50 
IN STOCK, AAAA to C. 


















THE WALKER 
No. 11061 — Semi-Bright 
Black Kid Tie, Orthopedic 
Construction, 152 Last, 14/8 
leather Heel . . . . $7.35 
No. 31061 — Same os No. 
11061 Only in All Over 
Toast Brown Kid . . $7.50 


IN STOCK, AAA to EEE. 





July 15, 1948 





THE JUDY 


No. 11183 — Black Satin 
Mat Kid, Patent Trim, 176 
lost, 15/8 Cuban Heel, $7.50 


IN STOCK, AAAA to E. 
















Here is America’s Best Fitting Line of Light 
Weight Flexible Welts, made to retail at 
$11.95 and $12.95, serving the biggest, 
most popular and most loyal part of the 
great mass market, making the DREW 
LINE the greatest of its kind for sound 
and profitable merchandising. 

WRITE FOR NEW STOCK BROCHURE 
TODAY. 



















Women everywhere welcome 
the comfort and fit of Lastex in Shoes 


Beauty, too, because shoes made of leathers backed with Lastex yarn 
give with the foot in action, and return to lasted trimness. They actually 


seem to make the foot look smaller. They fit as though custom-made. 


In selecting your fall styles be sure to have a wide selection of shoes 


made with Lastex— now available. 


For models, samples and prices of those types of shoe materials made with Lastex yarn which are 
now available, apply to ALFRED VAMOS, 408 Marbridge Building. New York City. Alfred Vamos 
is the inventor and patentee* of Vamos Stretchable shoes and is the selected consultant for shoe 


manufacturers using materials made with Lastex yarn. *Patents assigned to United States Rubber Company 


Léshey ... the miracle yarn that makes things fit 


An elastic yarn manufactured exclusively by UNITED STATES RUBBER COMPANY 
1230 Avenue of the Americas, Rockefeller Center, New York 20, N. Y. 
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Tops in clean, economical cutting 
— that’s Rueping’s KIN KIN... 
a full grain, pliont leather noted : 
for fine appearance, long wear, 
and outstanding value. 











WHITE NO. 100 
%. The Choice of America’s 
oe Leading Manufacturers 
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FRED RUEPING LEATHER CO., FOND DU LAC, WISCONSIN, U.S.A. 
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STYLE No. 2406 


Burgundy Penn Veal ¢ 
Antique Finish ¢ Toby 
Last ¢ Neolite Out Sole, 
with Slip Sole and Regu- 
lar Rubber Heel 

Boys’ Sizes 2 to 6 © Big 
Boys’ Sizes 64% to 11 e 
Widths A to D 











SCOUT STYLE 
No. 927 


Brown Elk ¢ Antique Fin- 
ish ® Renown Last ¢ Neo- 
lite Soles ¢ Rubber Heels 
Boys’ Sizes 1 to 6 @ Big 
Boys’ Sizes 6% to ll e 
Widths A to D 
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Top man with most of the kids in his community is the 
Gerberich Dealer, because his boy customers know that 
the Gerberich-Payne Shoes he sells are “top hole” in any 
league. Boys admire their “just right” looks and the way 
they stay looking better longer after hard wear—a point 
which scores a home run with parents too. With so many 
G. P. Dealers doing such a constructive job selling more 
Gerberich-Payne Shoes, it’s no wonder that Gerberich’s 


are “America’s Most Popular Line of Boy’s Shoes.” 


The heavy post-war demand for Gerberich’s 
has not diminished to any appreciable degree. 
Although we illustrate shoes in this page, often, 
due to temporary manufacturing difficulties, 
these shoes cannot be shipped immediately 
even to establish G. P. Dealers. We do, how- 
ever, solicit your inquiry and appreciate your 
interest so keep trying! 











YS 























moe 
... the semi-dull lustre imparts a deep, rich, al- 

the luring distinction . . . creates an atmosphere of 
that true loveliness for the most excitingly-con- 
any 
way ceived footwear. Definitely flattering for infor- 
pint > mal mornings or formal afternoons... and the 
any . . oa . . . 

g tanned-in quality of Black Satin King Kid... 
ore 
-h’s permanently retains that magic charm. 
h’s 
ee. 
en, 
ies, 
ely 
Dw BLACK GLAZED WILLIAM MmeCr company 
_ PA AGE FOTO PHILADELPHIA, PA. - ESTABLISHED 1832 
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Sole Attaching 
Cement 
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RAPID-FIRE —!,,— Stock SERVICE 


AIR-O-MAGIC gives you a 100% 
IN-STOCK SERVICE that solves your 
inventory problems. All you have to do 
is concentrate on fast shoe selling. We 
stock them for you—fill your needs on 
a moment’s notice to give you maximum 
inventory. Put our IN-STOCK SER- 
VICE to work for you. It keeps your 
stock fresh and clean; helps avoid 
markdowns; spells p-r-o-f-i-t-s for you! 


In today’s highly competitive 

market, it takes more than a good 

shoe, more than a better shoe to beat competition 

It takes the best feature-packed, value-packed 

shoe for the money . . . and the best is AIR-O-MAGIC! 
Styling? Ter-rific! From wing tips to klomps 

and everything between, we’re showing the most 
sale-sational styles in the country . . . miles ahead of 
anything you've seen yet! Backed by an ambitious 
program of national magazine and point-of-sale advertising, 
AIR-O-MAGIC is ready to make this season your 
biggest. your most profitable, 


your best season ever! 





MARION SHOE DIVISION, 309 West 2nd Street, Marion, Indiana 








The difference lies in the 
Tanning Technique 


Naturally, tanners who are jealous of the reputation of their 
products buy the best hides the market affords. This is cer- 
tainly true of American Oak. 


But from then on the quality of the finished product depends 
on the tanning technique. 


Through more than sixty-five years of scientific research and 
practical experience The American Oak Leather Company 
has developed tanning technique to a superlative degree. 

That’s why manufacturers find that bends tanned the American 
way not only provide better soles for their shoes but also cut 
to better advantage. 

Retailers find that their customers notice the superior quali- 
ties of American Oak soles, whether the famous ROCK OAK 
vegetable tannages for maximum foot comfort or the moisture 
proof, extra long wearing Chrome Retans. In short they 
have discovered that an American Oak sole makes any shoe a 
better shoe. 


THE AMERICAN OAK LEATHER COMPANY 


CINCINNATI ST. LOUIS 


CHICAGO BOSTON 
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STYLE 6637 
BOYS’ LAST 


Your customers go for the father and son idea 
in footwear. It’s one of the things that helps 


you build a steady repeat business with Belleville. 


Made on the same design or pattern, but 


over separate and special lasts with correct 





fitting qualities, Belleville Boys’ and Men’s Shoes 








afford style, comfort, and fit of a type 
not equalled elsewhere in the $5.50 to $9.95 


retail price field. If interested, write to: 








BELLEVILLE SHOE MANUFACTURING CO. BELLEVILLE - ILLINOIS 
New England Distributor: KREIDER-CREVELING SHOE CO. + 602 Atlantic Avenue + Boston 10, Mass. 
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in the Men's Shoe Field for Fall 
HERE IS YOUR BACKFIELD.. 


And Johnsonian Jr. for boys in styles just like “Dad's” 


A FINE SHOE... 2 a Ausiness with 
Endicott Johnson Corporation 


ENDICOTT, NEW YORK ST. LOUIS, MO. NEW YORK, N. Y. 
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NATIONALLY ADVERTISED! 


IN SEPTEMBER GOOD HOUSEKEEPING MAGAZINE 








—that no footwear 
provides the smooth 
style, “cork-cushioned” 
comfort and glove-like 
fit such as 






Leading department 
stores and shoe stores 
are displaying many 
other attractive styles 
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F Gemenned by > 

Good Housekeeping 
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IN STOCK 
ADELINE — Black kid AAA to EE, 3 to 10 
$7.95 retailer 
VIOLA — Black kid AAA to EE, 3 to 10 
$6.95 retailer 
COMPLETE BASIC SHOES IN STOCK 











There may be a franchise on LIFE-GUARD Shoes open in your town. 
lf interested, contact representatives listed below. 


Ben aay 1202 Haas Bidg., Jack Bates, 302 Lumber Exchange Bidg., B. R. Boyle, 900 6th Ave. 
ngeles, Calif. Minneapolis, Minn. Red Ock, lowa 
Californie, wa ashington, Oregon Minnesota, North Dakota, South Dakota lowa, Kanes, Nebraska, Utah, 
yomin 
b R. Newcomb Philip Stern, 4239 College Ave., Al A. Epstein, Box 217, Austell, Ga. 
3857 Berkley Ave., Toledo 12, Ohio Indianapolis, Ind. Georgia, Florida, South Carolina, 
Michigan, Ohio Indiana, Illinois Louisiana, North Carolina, 


Alabama, Tennessee 


IN STOCK SERVICE: All New England States, Pennsylvania, New York, Maryland. 
# DIA-TRED SHOE CO., 139 Duane St., New York City, N. Y. 
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LIGHTER : STRONGER ‘ MORE DURABLE 


GENUINE AUSTRALIAN KANGAROO 
Is B ES T BY TE S T 


WHEN TANNED IN AMERICA BY THIS 


























RICHARD 
YOUNG 
COMPANY 





Over a period of 60 years, Genuine Australian Kangaroo 
Tanned in U. S. A. has developed a remarkable consumer ac- 
ceptance. This acceptance has been won through its lightness, its 
extreme strength (by actual test it is 17% stronger weight for 
weight than any other leather used for shoes), its ease and friend- 
liness on the foot and because Kangaroo takes and holds a brilli- 
ant polish longer with a minimum of care. It is important to 
remember however, that these consumer winning qualities are 
unique in Genuine Australian Kangaroo Tanned in U. S. A. by 
this quality group. They are the result of over three generations 
of tanning experience and of special techniques. 

On every pair of shoes made of Genuine Australian Kangaroo Tanned in 
U.S. A. you will find the identifying tag reproduced at the lett. Look for it 


and educate your customers to appreciate superiority of the product for 
which it stands. 
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@ THEY'RE STYLED RIGHT 
@ THEY'RE PRICED RIGHT 
@ THEY FIT RIGHT 
@ THEY'RE VOLUME BUILDERS 


SCALLOPED SANDAL 


R 9924 All over black suede 
Leother Soles $3.10 


FLORAL CUT-OUT SANDAL 
R 8610 Black suede $2.50 
R 8608 Similar style with Single 
anklet, Black Suede $2.50 
R 8929 Similar style with 
Double anklet, Black 
Suede $2.50 


INTERLOCKED STRAP 
SANDAL 
R9925 All over black suede 
Lecther Soles $3.10 


R 9926 Same style — all over 
smooth Town Brown : 
3.1 


SWIRL VAMP PUMP 
R7i49 All over black suede 
with Gold Piping on Vamo 
Overlay, Leo. Soles $3.00 
R7150 Same style, genuine 
Patent Leather 3.00 
R7I51 Same style in one strap 






















sandai, Genuine 
Leather 


NEW LOOK ANKLET 
R 8924 All over black suede, 
Gold Pined Vamp, Wear 
\ Tested Soles $3.00 


\ R 8932 Same style, all over 
Smooth Black Elk $3.00 
R 8931 Same style with open 


back, all over genuine 
Black Patent Leather $3.00 


Patent 
$3.C0 


SUNBURST VAMP ANKLET 
R4100 Biack Norzon Suede, 
Wear Tested Soles $2.00 
R 4101 Similar style in regular 
instep strap sandal $2.00 
R 4103 Similar style Black and 
Gold Vamp, ankiet — 


> 





















ALL STYLES LISTED FOR IMMEDIATE SHIPMENT 
M widths only — Sizes 3/7 4/8 4/9 5/9 
Shipped in 36 and 18 pair lots — Terms net 30 days, 
F.0.B. Boston Samples gladly shipped on request 
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216 LINCOLN STREET, BOSTON, OR 
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chmpoig? hi Owever, must outsail all competition in a series of races. 


Not on a single triumph, but on consistent performanse Northeestee, 
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RN ,  BRISTOLITE WARMEZE — Superior Grade 
( 


7 
> 





Heavy wool-content shearling-type 
lining; electrified shearling  col- 
lar. Slide closure. Waterproof. 









BRISTOLITE WATERPROOF FOOTWEAR 


Pe 1 — Men's 10-Inch Slide Gaiter 
; 2— Women’s Black Side-Zipper Boot 


3 — Women’s Black Atomic Boot 









Write for complete price list 





BRISTOL MANUFACTURING CORPORATION «-_ BRISTOL, RHODE ISLAND 










.. > - Backed by Powerful 


czes “BOLD LOOK” 
ADVERTISED 


Year after Year, in 







a @ 


S 


@ You get the new “Bold Look” two ways with 
City Club—in the shoes and in the national advertising! 
Newsworthy patterns, featured against rich, bold black 
backgrounds, whet the male appetite for these great 
value shoes! Let this combination “Right Line” and 
“Right Advertising”’ do the selling job for you! 


Styled by PETERS SHOE COMPANY, DIVISION OF INTERNATIONAL SHOE COMPANY, ST. LOUIS 3, MO. 














“NO SUBSTITUTE, LADY. 


These are genuine 


NEOLITE SOLES — 


MECLITE T. M. THE GOOOTEAR TIRE & FUBBER COMPANY 
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kES—you’ve made an easy sale when 
} ee point out that a shoe has 
NEOLITE Soles. What’s made NEOLITE 
the name that adds lustre to the good 
name of the shoes you sell? 


25,000,000 people already have the 
answer. They’re walking on NEOLITE— 
they're talking about NEOLITE. 

They like the way NEOLITE outwears 
leather, the way it needs no breaking- 
in. And the way it keeps feet dry in 


GOODFYEAR 
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any weather is a plus for everybody. 

What’s more, millions more are be- 
ing pre-sold by 50,000,000 radio mes- 
sages a week . . . full-page ads in Life 
Magazine . . . eye-catching point-of- 
sale merchandising displays. 

Prove it yourself—NEOLITE makes 
the sale. Stock up now and be ready 
for shopping-wise customers who'll be 
stepping your way for shoes with 
NEOLITE Soles. 


MARK 


THIS MARK! 


Only genuine NEOLITE Soles 


bear the name “NEOLITE” | 


ad 


WATERPROOF! NEOLITE 
keeps feet dry in any weather. 





LONGER WEARING! NEOLITE 


outwears the finest leather. 


27 











“ . the LINE of least resistance!” 





74 I stopped by Ed’s desk the other day. Ed, Poll Parrot merchandise manager, 


\ 
i 
. 
had just come in off the road. 3 
i 
£ 


/ “Ed”, I asked, “how do you account for the big demand for Poll Parrot shoes? 
Your company’s stepping up factory output to meet the demand... yet com- 
4 pany pping up ) P y 
petitive manufacturers are slowing down in production. How come?” 


| “Well”, he said, “you should have been with me on this last trip. Those 
retailers out there know more about the value of the Poll Parrot name than | 
[ I could tell you in umteen years ...they call it the ‘line’ of least resistance! 
They say the public’s more brand conscious than ever and won't buy anything q 
| unless it’s nationally advertised . . . especially juvenile shoes. And every one 
of these dealers tell me it’s not only the effective advertising behind Poll | 
‘ Parrots but also the shoe itself. They say Poll Parrot’s better fit and wearing 
qualities are known and recognized by mothers all over the country! One little / 
V guy hit it on the head when he told me: ‘Poll Parrots are not just nationally 
advertised . . . they’re in national demand’.” 






As I walked away Ed was quoting something about a stable value in a shifting 
market... by George, you can sure say that about Poll Parrots, can’t you! 


















‘Tes: 
Poll Parrot 


AND STAR BRAND SHOES FOR BOYS AND GIRLS 





Roberts, Johnson & Rand ¢ DIVISION OF INTERNATIONAL SHOE CO., ST. LOUIS 3, MO. 
NOT JUST NATIONALLY ADVERTISED. BUT IN NATIONAL DEMAND! 
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& SALES BUILDING SHOES 
Iu Stock 


FOR IMMEDIATE DELIVERY 








TO 
RETAIL AT 


POPULAR 
PRICES 
WITH FULL 
MARK-UP 


Here's a great line of shoes for volume sales 
with never a close-out loss. They're a natural 
for the 85% of men who want ralue at a down- 
to-earth price. They’re sales-makers and busi- 
ness getters — and they deliver a full measure 
of customer satisfaction. Ideal for golf or gar- 
den, for work, play or school — for men of 
all ages. Backed by Winchell’s 85-year reputa- 
tion for quality — carried in stock for Imme- 


diate delivery. 


Write for Showing of Complete Line 


WINCHELL SHOE MANUFACTURING CO. 
NATICK, MASSACHUSETTS 


° 1948 — OUR B8STH ANNIVERSARY YEAR ° 
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in-stock for immediate delivery 


Yes, you can get practical, smartly 
styled Tarsal-Treds in-stock 
for at-once delivery ! 

Sizes AAA-EEE, 4-11. Every one @ 
best-seller — with Godman’s 
exclusive comfort fitting features | 
Send in your order today fer e 
good supply of these 

nationally advertised shoes. 


THE H. C. GODMAN COMPANY 
Columbus 16, Ohio 


retailing at 
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SLIPPERS 
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(FULL COLOR) 


«~*~ 
2 


@ 
, 


And DEALER TIE-INS 
FURNISHED FREE 
COUNTER CARDS 
NEWSPAPER MATS 


CHM |.. 


oe Lovely Slippers 
lovely to g* 
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These new Jarman "'Bold Sole’’ styles 
will be featured in a full page, full 
color od next fall in ESQUIRE. 








—~_ Jarman 
~bold Soles 


Triple-thick and terrific ! 






Jarman dealers everywhere are lining up solidly behind the Esquire- 
sponsored “Bold Look” by making available to their customers 

the bold look in shoes. Triple-thick and terrific, Jarman’s new 
“Bold Soles” are destined to click on every campus this fall. 
Promoted by a full page, full color ad in Esquire and featured 

in dynamic displays in the windows of Jarman dealers throughout 
the nation, Jarman’s husky “Bold Soles” are strictly on the beam for 
fast selling. If you are interested in bold profits from “Bold 


Soles,” styles that are standouts for the Bold Look, write today! 


JARMAN SHOE CO «@ DIV. GENERAL SHOE CORP « NASHVILLE, TENN. 








CONSISTENTLY 
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THIS FALL 





MORE THAN EVER THE FASHION-RIGHT KIDSKIN 





Won a season of simple, but elegant shoes in 
prospect, Fashion places new emphasis on rich- 
ness of surface and color accuracy in the leathers 
from which these classics will be made. In your 
fall style shoe selling, Surpass Fashion-Right Kid- 
skin plays a more important role than ever. Sur- 
pass Genuine Glazed Kid and Suede will again 
highlight the finest fall lines. Even though all 
your patterns cannot be developed in Surpass 


Kidskin, continue to specify it as your first choice. 


URPASS 


LEATHER COMPANY 


9TH & WESTMORELAND STREETS . PHILADELPHIA 40, PA. 


T.M. REG. U.S. PAT. OFF. 
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Shortback® Last 




















No. 2 LISBON 
Stock No. A-616 
Shortback Last 257 


BLACK KID 
Closed Toe Tie 
17/8 Kantscuff Heel 





ARLINGTON 
Stock No. B-612 
Shortback Last 253 
BLACK KID 
Vamp, Quarter and Tongue 
12%/8 Leather Heel 
% Certex Rubber Toplift 





< LUMBERJACK—A Skuftie 


LISBON 
Stock No. A-614 Stock No. A-615 
Shortback Last 277 Shortback Last 277 
BLACK SUEDE BLACK KID 
Open Toe Tie Open Toe Tie 


17/8 Suede Covered Heel 17/8 Kantscuff Heel 






MARWOOD *> 
Stock No. B-610 
Shortback Last 314 
BLACK KID 
Vamp and Quarter 
Patent Tip and Fox 
14/8 Patent Celluloid Heel 


Stock No. C-618 
Shortback Last 294 
14/8 Kentseutt Hook STRAND 
Stock No. B-613 
Shortback Last 283 
carey Teepe BLACK K'D 


Shortback Last 294 
BURNT MOCHA 
(Antique Finish) Calf 
14/8 Kantscuff Heel 


R&L Long Counter 
12%/8 Leather Heel 
% Certex Rubber Toplift 


THE JULIAN & KOKENGE COMPANY, COLUMBUS 15, OHIO 














‘ 
Let Ss This Fiddle Shank is designed to provide maximum 


strength consistent with the style of the shoe. The 
Look Closely broad heel part of the fiddle design provides lateral 


stability and the narrow waist is ribbed for full 


ata support through the arch. The toe part is flattened 


To, to eliminate excessive thickness at the ball line. 
-_ Fs 
@| | itted To maintain accuracy of curve and fit, the Vita- 


Tempering process imparts the structural strength and 











rigidity necessary for the proper support of a shoe. 


RIGHT —With due allowance for heel attaching nails and heel at- 
teching screw, as much steel as possible both in width and length 
should be under the heel. 


RIGHT — A correctly fitted shank closely follows contour of lest from 
ball fine back into heel section. Shank is fitted close to heel tuck 
unless slight heel spring is requested. 


RIGHT — End of shank should stop in vicinity of ball line. Some 
manufacturers prefer shank to stop at ball line, others, a fraction of 
an inch ahead 





UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 











ant to Lick a Sales Slump? 


Here’s how a lot of smart retailers have done it — 


Shoe sales in general are off — we know that as well 
as you do. They have been off for some months and 


there’s no relief definitely in sight vet. 


But. did you know that Arch Preserver dealers have 
enjoyed steady sales right along?—in good volume?— 


in spite of high prices? 


Reason?— Arch Preservers offer an extra — the pat- 
ented Arch Preserver construction that can’t be copied! 
The construction that provides a kind of comfort no 


man will do without, once he has enjoyed it. 


Good looks?— style? — quality? — sure, Arch Preser- 
vers offer all these, too, as is plain to see. But it’s the 
plus, the extra of Arch Preserver comfort that distin- 
guishes them from other high-grade shoes — and keeps 


the pot boiling. 


Ask one of your Arch Preserver retailer friends — 


he'll tell you. E.T. Wright & Co., Inc. Rockland, Mass. 





IN STOCK 
#186 in hand-stained 
mahogany Scotch grain. 


This is why these shoes always sell 










IN STOCK 
#372 in polished calf. 
#370 in hand-stained grain. 
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YOU CAN'T SELL THEM UNLESS YOU BRING THEM IN! 





Here’s how we help you bring 


them in to ask for 


NATIONAL ADVERTISING 


Ads every month this fall 
topped by a full page com- 
poign-opener in the Septem- 
ber issve of Parents’ Mago- 
zine. Supplementary cover- 
age in Good Housekeeping. 


RETAIL NEWSPAPER 
MAT SERVICE 


This service hos helped re- 
toilers increase their Little 
Yonkee odvertising linage 
by over 20% in the past yeor. 











Growing children must wear shoes 
that will keep growing feet normal... 
Little Yankee 
Shoes 







are designed to keep 
stewing feet normal 
























Tue new fall advertising and promotional program 
is ready to go into action . . . to help you bring more 
Little Yankee customers into your store. National 
consumer advertising, dealer mats for local newspaper 
campaigns, and sales-compelling promotional materials 
are all at your service... for a bigger and better Little 
Yankee season! If you wish to capitalize on this 
program by joining the ever-growing list of Little 
Yankee dealers, write immediately for further infor- 
mation to The Yankee Shoemakers, Newmarket, N. H. 

















THE YANKEE SHOEMAKERS — NEWMARKET, 
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N. H., NEW YORK, 


4 LITTLE YANKEE SHOES 
PROMOTIONAL MATERIALS ARE DESIGNED 
A powerful assortment of sales 
aids to help dealers take full od- TO KEEP 
vantage of Little Yankee adver- 
tising. Write for omighets listing. LITTLE FEET 
NORMAL. 


- LOS ANGELES, CAL. 
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2 - Salp It... and We Say It Acain!.... 
a 12 4 '(§ THE OUTSTANDING 
We, 








gl / HERE — 
Vee’ OF THE SEASON! 


Say Dealers from 
Coast to Coast 
















“GOLLY” 


by Golo 


Featuring Cazuwelt 
CONSTRUCTION! Doxbly 
Wonderful — Doubly Wearable 


¢ 

Elected by a landslide . . . to the number one +, 
spot in popularity .. . that’s the good word 
from “GOLLY” dealers in every corner of the 
land! Flat-heeled for smartness... with unique 
“built-in” construction for comfort... 
“GOLLY” combines casual appearance with 
Goodyear welt fit and wear. 


Be one of the wise dealers every- 
where who are featuring “GOLLY” 

. . let its sensational sell-on-sight 
appeal mean an extra profitable Fall 
season for you! We'll be glad to send 
you full details! 


Famous built-in qual- 
ity featured in 15 fast- 
selling styles, all su- 
perb Goodyear welts 
with channelled prime 
flexible insoles. 


GOLLY —comes in five colors, 
AAA to C widths, sizes 4 to 10 
... retails for .. $6.95-$7.95 


Golo OF DUNMORE «© Division of Golo Footwear Corp. 


ACTORY: Golo Park, Dunmore, Pa. SALES OFFICE: 129 Duane St., N.Y. 13, N.Y. 



























Last year ski boots come off 
the slopes to make a dazzling bid 
for Campus, Classroom and 

Street Wear popularity! 
Mansfield predicts that this rugged 
outdoor style will catch on like a fresh 
tune on the Hit Parade . . . top news 
in the Back-To-School scene! 


IT’S THE NEW HI’ AND LO”! BLIZ! 


An exciting, styleful adaptation of the 
ski-boot enhanced for all-around acceptance. 
To make this winning picture complete BLIZ 
is available, Hi’ and Lo’, in Men's sizes 
AND Boy’s sizes! Priced where 

young men buy! 








id 














Choose a aethe a Folding that Fits Your Nee 


Do you need a cement that provides better penetration, a longer tack period 
and faster drying? Then consider these and other qualities to be found in 
the wide range of Be Be Cements for folding. They are typical of the 
extensive line of qualified Be Be Cements for solving shoemaking problems 


in every room of the factory. Ask your United man for a demonstration. 


“GPC ADHESIVES” : Be Be Bond 
This handy reference guide is available for 
your use and will provide you with a listing Be Be Tex Ce ments 
of over 80 shoemaking adhesives. Products of B B Chemical Co. 


UNITED SHOE MACHINERY CORPORATION, BOSTON, MASS 











Dr. POSNER'S Zao 


A COMPLETELY ROUNDED SERVICE 
‘FOR CUSTOMER SATISFACTION 





The post-war crop of babies means that 1948 
will be the biggest year for baby shoe business 
on record. Be prepared! The complete service 
on Ritestarts includes boots, oxfords, and 
straps. All are in-stock. All available for 
immediate delivery. And remember 

that the Dr. Posner name means 

that your customers come 


to you pre-sold! 










6000 ELAINE 
Red Elk onkle.strop 
Sizes 3 to 6. Widths C and D 
Retail at $5.00 

6200 Same in White “Sport Buck” 

6900 Same in Patent Leather 





3550 BROWN ELK OXFORD 
With White Perf. Plug 
Sizes 3 to 6. Widths C, D, E 
Retail at $4.25 

3350 Some in All White Elk 
{ne perf. on plug) 


1330 PRE-WALKER 
White Elk Boot, Flexible Sole 
Sizes 2 to 4. Widths C, D, E 
Retail at $3.25 


3900 JANET 
Black Patent instep strap 
Sizes 3 to 6. Widths C and D 
Retail at $5.00 

3200 Same in White “Sport Buck” 

3000 Same in Red Elk 





White Elk Boot, Velvet Retan Sole 
Sizes 3 to 6. Widths B to E 
_ Retail at $4.25 
‘3710 Some in Brown Elk 


DR. A. POSNER SHOES, INC. 


Executive Offices and Show Rooms: 
Indicated retail prices 116 W. 34TH STREET (opposite Macy’s), NEW YORK 1, N. Y. 
slightly higher west of Factory and In-Stock Department: ALLENTOWN, PA. 
Rockies and Far South CHICAGO — MERCHANDISE MART - LOS ANGELES — 824 SO. LOS ANGELES ST. 















aN 


4 AN 
ie 


Teoar's 
VOLUME 

MUST BE BUILT 
ON A STRONG $8°5 = $1095 
IN STOCK LINE 


Figures show it! Floor selling shows it! There’s a 
definite shifting of price acceptance from higher to 
medium-priced lines. And that's not all. Customers 
are becoming increasingly selective . . . want 
more value for their dollar . . . insist on smarter 
styling. The nation is back to basic, hard- 


hitting merchandising! 


Yorktown Shoes meet the challenge 
in every way. Choose from 35 fast- 
selling styles in stock for 
immediate delivery. Size-up 
regularly for greater turnover and 
better stock control. Concentrate 

on Yorktown . . . it will become 
your major line. 

Write for further information, 


for catalog, or for 
salesman to call. 


GARDINER SHOE CO., INC. 


GARDINER, MAINE 


TWO GENERATIONS OF FINE SHOEMAKING 











WAYNE 


FASHION-RIGHT 
LOW HEEL 


Styl 
1 


GENUINE 


NORZON* 


ENDURING 


2ualit 


ale Bia 


jor 
gas ? 








No. 2011 — All black 
genuine Norzon anklet 


No. 2031 — All black 


genuine Norzon anklet 


No. 2021 — All black 
genuine Norzon instep 
strap 


No. 2061 — All black 
genuine Norzon genuine 
hooded quarter 


No. 2051 — All black 
genuine Norzon_ instep 
strap 


*Norzon is registered trade No. 2101 = Ail black 
mark of Behr-Manning Corp. genuine Norzon - sling 
to designate its electro pump 

coated pile fabrics. Dis- 

tributed by Phillips - Premier 


Corp. IMMEDIATE DELIVERY 


WAYNE SHOE CO. 











=_— 

























No. 9891 — Black ge..u- 
ine Norzon — gold trim 
anklet ballet with bow 


No. 9911 — Black genu- 
ine Norzon — gold trim. 
gathered vamp ballet 
No. 9912 — silver trim 


No. 9841 — Black genu- 
ine Norzon — gold trim 
anklet ballet 


No. 9842 — silver trim 


No. 9861 — Black genu- 
ine Norzon — gold trim 
2 strap anklet ballet 


No. 9851 — Black genu- 


ine Norzon — gold trim 

ballet pump 

*Millions ot pairs of Norzon 
shoes sold without a single 
complaint on wear. Nothing 
akes the place of suede 
except Norzon 


No. 9881 — Black genu- 
ine Norzon — gold trim 
cross-strap ballet 


M widths—4/8, 4/9, 42/9 


132 LINCOLN ST., BOSTON, MASS. 








WAYNE 


COMMON SENSE 


Priel 


GENUINE 


NORZON* 


PROVEN 
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SECOND $100 


ple of this fine Colonial leather. 
it will Aéip’you to think of a winning name. 
Remember that the name should be short, easy © 
to say atid to remember. It can be descriptive, 
such as Cols+tan Elk, or Bovelk, two names 
which have already been suggested. 









The contest closes midnight, August 15. It is open to all residents of the United States except employees 
of the Colonial Tanning Company, Inc. and its subsidiaries, its advertising agents, and their families. 


The decision of the judges will be final, and all names submitted become the property of the Colonial 
Tanning Company, Inc. Contest subject to all Federal and State regulations. Send your names to 








C clental rnnine COMPANY, INC., BOSTON 11, MASSACHUSETTS 


i 














FINE GOODYEAR WELTS 


When satisfied parents come back again and again to buy 
FLEET-AIR shoes for their children, you've got something few 
franchises offer: a wanted product. The increasing demand for 
FLEET-AIR children’s shoes stems from one characteristic: their 
uniform quality. These two—a wanted product of uniform quality 
—add up to consistent profits for you, the retailer. Interested 
dealers are invited to write for details. 


- 
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STYLE 5517 
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EBY ~ EPHRATA 


EBY SHOE CORPORATION ‘*corronareox90s Ephrata, Pennsylvania 


Boston Sales Office—83 Lincoln Street 
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PREFERRED by DISTINGUISHED WOMEN 


Baran genius is again displayed in the severely 


simple — and ultra smart —leather Scuff, all leather 
lined, that comes in eight brilliant colors. Leathers 
of undisputed quality, original styling and unrivaled 


craftsmanship combine to create still another proof 


of Baranee supremacy. 


* Also makers of world famous. baranee’ 


shearling Negligee Footwear and an ex- 


quisite line of satin Boudoir Footwear. 










| NEVER SAY SLIPPERS—SAY Baranee| 





Style Chree Glandred ond One 


For details concerning o Baranee Franchise in your city write to 
DIANAFIX CORPORATION * 190 WEST 237th STREET * NEW YORK 63, N. Y. 
PARIS, FRANCE © 7, RUE BERGERE *Reg. U.S. Pat. Off. 

















—It’s a hot Summer’s day—too hot to be too serious. 
—So, why not get a smile‘from the following anec- 
dotes that have recently come to my desk: 





“HONESTY is the best policy. Supported by 
a little shrewd forethought, it can be a profit- 
able one, too—so believed our candidate for 
‘the boy most likely to succeed’. He found a 
pocketbook containing a ten dollar bill and 
returned it promptly to the owner. Almost 
promptly, that is. Thoughtfully, he stopped 
on the way to change the bill to ten ones.” EVERY JUMPING-JACK SOLD 


otiinin | KEEPS SELLING! 












—Johnny had been commissioned to mind his | 


little baby brother, but presently cries from Every time a pair of Jumping-Jacks 





the garden reached Mother's ears. “What in | walk out—they bring another cus- VG 3 

the world’s the matter? Can't you keep your | tomer in—dealers know Jumping- ose 
little brother entertained?” she called from Jacks bring more repeat and rec- ad 
the scan window. £ : | ommend business than any other 

I'm trying to figure out what to do,” replied | shoe. And remember, as Jumping- 

Johnny patiently. “He’s dug a hole in the Jack sizes increase, Jumping-Jack 

ground and wants to bring it into the house a a 

ith te? soles grow heavier for added wear. 


is ill 





—A 17-year-old applied for a job with a road 
construction gang. He was rather slightly - ; y- 
built and the boss eyed him critically. “Afraid Aa? a a | 
you won't do, son,” he said. “This is heavy > - {SS ——_ 
work and you can’t keep up with the heavier, 
older men.” 


The youngster glanced at the crew leaning on = 
their shovels. “Perhaps I can’t do as much as is 
these men can do,” he replied, “but I certainly 


cn do as much they wil da” He go the SMBINE AK 





—So—Keep cool and cheerio. FLEXIBLE gnoes FOR Nano WEAR 


Sb Tb FOR ALL CHILDREN 6 MONTHS TO 4 YEARS 


President 
Boor AND SHos REcoRDER 
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GENUINE SHELL CORDOVAN, THE TOUGHEST LEATHER 


EVER TANNED... WITH THE MELLOW, 


AGELESS FINISH 


THAT SHINES LIKE NEW 


AT THE FLICK OF A CLOTH. 











THE FLORSHEIM SHOE COMPANY 
ke CHICAGO 


MAKERS OF FINE SHOES FOR MEN AND WOMEN 
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by EUGENE J. HARDY 





The first three months of the Marshall Plan saw but a single authorization 
for purchase of American leather--$100,000 worth by Italy. Original planning called 
for commitments of $4.6 million during this period, including $1 million for Italy. 

Slow progress by the Economic Cooperation Administration--less than $750 
million worth of purchases were authorized during this period--has been due to several 
factors including natural caution by Administrator Paul G. Hoffman and his difficulty 
in getting topflight men from industry and trade to take key posts in ECA. 

Despite belief to the contrary, the ECA program, for practical purposes, 
will not create new business. "Since goods needed most by Europe are also in short 
supply in this country, such shipments must fall within export quotas as long as these 
shortages exist," Deputy Administrator Glenn Craig told BOOT AND SHOE RECORDER. 

There is little or no change in present methods of doing business with 
Western Europe, he added. Government procurement will be confined virtually to foods 
and related items. Regular trade channels mean that large firms with their own agents 
abroad will operate in the same way and smaller concerns which have been dealing through 
regular export brokers or exporting houses will continue to do so. Established 
export firms will know the ropes; those who have never exported but wish to do so under 
ECA should make such contacts. 

* * * * * 


A good bet is that there will be very few changes in tariff schedules during 
the coming year. Congress is slowly regaining the whiphand in respect to tariffs. In 
extending the Reciprocal Trade Agreements Act for one year instead of the President's 
requested three, it removed the authority for making tariff recommendations from execu- 
tive agencies and transferred it to the bipartisan Tariff Commission. 

The commission must now hold full and detailed hearings on proposed changes, 
whether upward or downward. And, since proposals by the President cannot go into 
effect for 90 days unless they agree with commission recommendations, changes for even 
minor revisions are slin. 


* * * * * 


Government economists and statisticians who earlier in the year had seen 
signs of the first break in shoe prices (at factory levels) since Pearl Harbor are now 
closely watching second quarter trends. 

During the first quarter, tanners were reported as having trouble finding 
buyers for leathers which sold readily during the past six or seven years; footwear 
retailers were keeping tight rein on inventories lest they overbuy in face of increasing 
buyer resistance. Some manufacturers had begun to reduce prices from 20¢ to 50¢ per pair, 

Before the end of March, however, leather prices had started to edge upward, 
the government iusdices revealed, due largely to packing house strikes and preparations 
for a vastly expanded preparedness program. 

Meanwhile, labor costs continued to mount. Boot and shoe manufacturing 
payrolls stood around the 1939 average of about 230,000 workers with the average 
work-week having increased more than two hours to 37.5. The average hourly wage has also 
<0 gma to rise, moving from about 50¢ an hour in 1939 to a March 1948 average of 

Re Ze 
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MORE SHOE FOR LESS MONEY! 


Prudent retailers know this is a (s)election year. It’s time to take a 
look at the record of your incumbent stock— and root out the lines that 
haven't lived up to their campaign promises. 


You vote a straight ticket for fast-selling styles, more repeat customers 
and “‘gravy-train”’ profits when you (s) elect the two Mode Art lines 

— the people’s choice year after year because women know Mode Arts 
deliver more shoe for less money. 


Get on the Mode rért bandwagon now! 


G 95 10 G9 


DEALERS EVERYWHERE 








WE HAVE PROOF again that a 
good idea need never be discarded. 
Instead, it can be used over and 
over and remain a useful, helpful 
‘instrument. Take for instance, the 
“Barrels of Shoes” idea that Boot 
aND SHOE RECORDER sponsored in 
World War I and revived in World 
War II. As a result of that human- 
itarian idea, hundreds of thousands 
of war refugees were given a chance 
to withstand the rigors of war and 
weather. 





There is no time limit on good 
ideas, either, for A. J. Eichenberger 
& Son of Plymouth, Wisconsin have 
just completed a successful 
“TRADE-IN SALE” and, at the 
same time, collected four barrels of 
shoes for war refugees. 


Niles Eichenberger tells us: 
“There was a three-fold purpose in 
mind when this event was prepared. 
First of all, most merchants are 
looking for promotion ideas—and 
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with heavy stocks, it was a good 
way to increase sales. Secondly, 
we wanted good, wearable shoes 
and, to our astonishment, they were 
all in very good condition—which 
meant getting them out of closets 
so they would have to buy new 
ones, sooner. Thirdly, the psycho- 
logical effect in sending them to 
Europe, brought them in abund- 
ance. 

“In our advertising, we men- 
tioned that only one pair of old 
shoes could be traded in towards 
a new pair. However, a good many 
customers broughi several pairs for 
they knew it was for a worthy 
cause. fo simplify matters, we al- 
lowed 10 per cent for the old pair 
of shoes in trade on a new pair. 

“The shoes were turned over to 
the Church World Service Center 
in Webster Groves, Missouri and 
they in turn ship them in carload 
lots to Europe for relief. 

“Since this sale, we have had 
very favorable comments from our 
customers relative to our contribu- 
tion for aid in relief of the destitu- 
tute people in Europe and it 
certainly helped to build good 


will.” 


(Pool. mn 
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MILTON STONE, manager of the 
shoe department of David Harley 
Co., Pawtucket, R. I., says: 

“I believe we'll all have to work 
harder for Fall business. While I 
do not look for any increase in 
business, I think it will remain 
about the same for those who go 
after it. It’s going to take more 
aggressive business management all 
around, including more advertising, 
better windows and more effective 
salesmanship. 





“The shoe salesman who chalks 
up a good season will be the one 
who sells best. The day will be gone 
when a clerk can fit on a pair of 
shoes and- expect the customer to 
say ‘yes’. Dollars will be a little 
scarcer and the customer will need 
a good sales talk in order that she 
or he may learn about the better 
quality and special features of the 
shoe. Customers will be impressed 
with quality and with styles that 








can be worn with many outfits. 

“I believe advertising must not 
only be increased, but it must be 
improved. While we have been us- 
ing newspaper advertising twice a 
week, we shall probably step up 
the schedule to three times a week, 
using larger space. We'll try to use 
better layouts, more appealing illus- 
trations and more effective text. We 
shall try also for better window 
displays, more effective tie-ins with 
other merchandise. The slant 
throughout will be on quality. long- 
er wearing, better fit and generally 
better dollar for dollar value. 

“The business will be there but 
we'll all have to work for our 
share.” 





H. R. POLLOCK. president of the 
Canadian Shoe Retailers’ Associa- 
tion, says: 

“If retail shoe prices are to come 
down, and we retailers are as 
anxious as all other citizens to see 
prices lower in this country, they 
will have to come down through 
the manufacturer and wholesaler. 
It is a well-known fact that retailers 
in Canada are working on a normal 
mark-up despite the abnormal times, 
and cannot reduce shoe prices fur- 
ther unless they are able to purchase 
from suppliers at a lower cost. 

“When you think of the hundreds 
of operations required to convert 
hides and skins into finished foot- 
wear, even at today’s prices, shoes 
are the best value of any commodity 
on the market. 

“Tt is my considered opinion that 
Canadian retail shoe prices have 
reached a peak at the present time; 
and I believe they will remain for 
some time to come.” 


JOHN J. HOLDEN of Holden & 
Griffin, New York, says: 

“Price rebellion is creating a 
fashion trend in the shoe business. 
Women who want to buy new shoes, 
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at reasonable prices, are buying 
lower heel shoes and casuals to 
wear with their new-look clothes— 
rather than the high style (more 


expensive) shoes.” 





KEITH HEMINGWAY, sales man- 
ager for the Roblee Division of 
Brown Shoe Company, after making 
a study of the Southern California 
market, says: 

“It looks as though retailers’ 
stocks have greatly improved in the 
past few weeks, and it is apparent 
from -their ordering that they are 
fast straightening out from their 
previous unbalanced condition. Cas- 
ual types account for a major por- 
tion of the sport shoe selling 
business. 

“One of the most interesting facts 
of the Los Angeles shoe buying is 
the continued late demand for grain 
leathers and heavy soles by young 


men. For some unknown reason, 











the youngsters are wearing heavy 
Argyle socks and heavy shoes in a 
climate which is most conducive to 
the very lightest weights of shoe 


: ”° 
construction. 
# = + 


MORGAN GROSSMAN of Gross- 
man Shoes, Inc., Brooklyn, New 
York believes that “Simplicity in 
shoes demands more quality” and 


says: 

“Retailers have Jost their fear of 
high prices. They are past the wor- 
rying-stage and are settling into the 
‘willingness-to-buy’ stage—but not 
in too great quantities.” 





SIDNEY WEKSER of New York 

says: 

“I'm glad ‘the Old Woman Who 
Lived in a Shoe’ 

Belonged to the days of yore, 

Because with these heel-less, toe-less 
affairs, 

She wouldn’t be safe anymore.” 
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“Now, if you don’t like it in llama, I have the same 
sandal in boa constrictor.” 
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ditorial outlook 
Give the Ad Man a Break 


THE most challenging and significant statement in 
the platform adopted by the Republican party in Phila- 
delphia last month was a quotation from Abraham 
Lincoln: “The dogmas of the quiet past are inadequate 
to the stormy present. The occasion is piled high with 
difficulty and we must rise with the occasion. As our 
case is new, so we must think anew and act anew.” 

The extent to which the party measures up to the 
challenge of that declaration, which rings so true today, 
may well determine to a great degree the part that it 
and its candidates will be called upon to play in the 
crucial years ahead, in shaping this nation’s future and 
that of the entire world. 

There is also a message for business men, as well 
as for statesmen and politicians, in those words of 
Lincoln. It is true that there are principles of manage- 
ment which do not change, and policies that may be as 
applicable today as they ever have been. But in prac- 
tically every business new problems, for which there 
are no precedents, are arising as a result of the extra- 
ordinary conditions that exist today. They call for 
prompt consideration and sound solutions, but the ex- 
perience of the quiet past offers little. guidance as to 
how they should be solved. It’s up to the business man 
to think anew and act anew. 

The shoe merchant of today. for example, faces a 
situation that calls for thoughtful study and keen an- 
alysis. A wholesale price level that continues at or 
near the highest peak the trade has ever experienced. 
A sharp and continuing rise in costs of doing business 
all along the line. A continuing trend, in independent 
shoe stores at least, toward diminishing unit sales. The 
situation facing some manufacturers isn’t very much 
different. In either case the answer isn’t going to be 
easy. It will call for a new kind of thinking and for 
action that is bold, courageous and decisive. 

A lot of people, including the editors of BOOT AND 
SHOE RECORDER, have pondered over these condi- 
tions and come to the conclusion that the ultimate 
answer must lie somewhere in the field of advertising 
and sales promotion. Consumers must be taught t> 
“think anew and act anew” with regard to shoes. Right 
now they are thinking less of them, or at least their 
thoughts have failed to prompt the kind of action that 
leads to sales and profits. Dollar volume is still hold- 
ing up, to be sure, or even doing slightly better. But 
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that condition can’t continue indefinitely if pairs con- 
tinue to decline. 

And so we call in the advertising manager or the 
agency account man. First impulse is to whip up some 
kind of campaign. A new approach. A change of pace. 
Something different to start people thinking, reverse 
the trend and put over X brand of footwear in a really 
big way. All of which is distinctly complimentary to 
the advertising profession, but sometimes not quite 
fair to the fellow who happens to represent it in such 
a situation. Clever chap that he is, he still may not be 
a magician, a super-economist or a psycho-analyst. 

And yet, given half a chance, our advertising man 
can do a job for us. He may not be a magician, but 
with the right kind of co-operation he can fulfill very 
effectively the function of an advertising man, which 
is to facilitate and accelerate the movement of mer- 
chandise to market. 


BEFORE merchandise can move to market in volume 
sufficient to assure profitable operation the producer 
must make sure it is the right merchandise to serve 
the market. We’ve been learning something about that 
in the shoe business. The Roper survey and similar 
studies have taught us quite a lot. To what extent have 
we actually applied or are we prepared to apply to 
our business what we have learned from these studies? 
Take this matter of price, for example. 

Again and again we have heard that shoe prices, at 
the factory level, must reflect the higher costs of ma- 
terials and labor. That’s a true statement in ene sense; 
perhaps there’s just enough truth in it to make it a 
little dangerous and misleading. If all we had to do 
was buy leather, hire shoemakers, build shoes and sell 
them at a profit, a lot of people would be crowding 
into the shoe business to get a piece of easy money. 

Actually we have to start at the other end. Where 
does our market lie? What kind of shoes will appeal 
to our customers? What styles will produce those extra 
pair sales? What’s going to be the really big shoe sen- 
sation next season? In what grades and at what price 
levels are our customers able and willing to buy? How 
can we produce and deliver those shoes? 

Answer those questions and a few more like them, 
and THEN call in the advertising man. Tell him the 
whole story. And just watch him go to town. 
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0 Bad Merchandising Practices 


Waite haired boy when shoes are selling fast, advertising 
quickly assumes the role of whipping boy when shoe sales 
start to become sluggish. Just as advertising certainly was 
not completely responsible for the immediate postwar boom 
in retail shoe sales, it is not completely responsible for the 
slowing down of sales momentum in recent months. 


Despite the fact that the American shoe retailer has some 
very strong criticisms of the reasoning behind and the tech- 
niques employed in contemporary shoe advertising, he is, 
in the overwhelming majority of cases, thoroughly convinced 
of the value of BRANDS and the necessity for intensive and 
intelligent advertising to keep the consumer sold on them. 
He is thoroughly sold, too, on the fact that his future is more 
secure when he sells two or three BRANDED LINES in each 


of his men’s, women’s and children’s operations. Some mer- 


chants are far from convinced, however, that the lines they 
are selling today are the lines upon which to build a real 
future. 


The retailer’s quarrel is not with the effectiveness of adver- 
tising. He is aware of the fact that advertising helps to 
stabilize prices. He knows full well that it brings consumer 
recognition for the brand he sells, and most agree that it 
usually gives a selling advantage over the competitor down 
the street. 


He complains that so much good advertising effort ex- 
pended on shoes by his manufacturer is being snafued by 
unintelligent styling, merchandising, pricing and distribu- 
ting policies and, speaking off the record, he is not in the 
least reluctant to tell you so. 
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Stymie Advertising Results? 


Advertising is a Specialized Tool Designed to Keep “Merchandise in 
Motion”, not a “Mother Hubbard” With Which to Conceal a Multitude 
of Merchandising Errors. A Composite of Merchant Opinion on Adver- 
tising Based on a Survey of Recorder Subscribers. 


ll. is aware that it costs money to advertise a brand and, 
for the most part, he is willing to help pay the freight. He 
would like to see his share of the money spent a bit more 
judiciously and he would like more control of the how, when 
and where it is spent. 


He is increasingly conscious of so-called “token” adver- 
tising and is wary of the small appropriation campaign, 
blown up like a balloon and merchandised like a medicine 
show to influence more retailers to take on a manufacturer’s 
line. He resents contributing toward these midget appropria- 
tions when they are expended for so-called “trade influence”, 
or the self glorification of a manufacturer who enjoys seeing 
his name or his trade merk in print. He is becoming more 
acutely aware that distribution and advertising must balance 
if waste is to be avoided. 


How and when prices should be mentioned in shoe adver- 
tisements is a most controversial subject with retailers. Some 
logically ask, “Why, when advertising is such an admirable 
instrument for stabilizing prices, do manufacturers consist- 
ently avoid giving the consumer some idea of the price of 
the shoes in the advertising they place?” They feel that their 
customers should know well before they reach the fitting 
stool whether a shoe retails at $10.50 or $18.50. They believe 
that much of the resistance to higher prices would be over- 
come if the consumer knew the retail price of the shoe they 
admire so in a national advertisement. 


Derers feel that no hard and fast prices should be set with 
so many different opinions of what constitutes fair mark-up 
and with methods of distributing shoes varying so greatly. 
Inequities, they point out, are bound to crop up when prices 
are set and announced in advertising. Most retailers do say, 
however, that prices should be featured prominently in local 
advertising. 

If he is a conservative retailer in a rural area, he often 
resents the fact that styles selected by a manufacturer for 
national advertising are too fast for his type of operation. 
If, on the other hand, his operation is an urban or suburban 
store, the shoes selected for national advertising by the 
manufacturer of the brand he sells must always stand com- 
parison with the often faster styling of the specialty shoes 


from which his business gets its character. 
(TURN TO PAGE 102, PLEASE) 


by JOHN REILLY 





Boot And Shoe Recorder questioned 3,000 of its readers, 
retailers of men’s, women’s and children’s shoes, on their 
shoe advertising preferences. 777 of the 3,000 had replied 
at the time this issue went to press and answers were still 
arriving. Questionnaires received, however, are a fair 
cross-section of the original list from the standpoint of 
type of store and their geographical location. 


Of the 777 Answering: 
565 Were Independent Retailers 
142 Were Department Stores 
44 Did a Specialty Operation 
44 Did not Identify their Type of Operation 


Of the 777 Answering: 
6% Sold Branded Lines Exclusively 
15% Did 9/10 of Their Business in Branded Lines 
23% Did 7/10 of Their Business in Branded Lines 
10% Did 6/10 of Their Business in Branded Lines 
15% Did One-half or Less of Their Business in 
Branded Lines 
28% of Those Answering Placed a Higher Value 
on National Advertising than on Local 
Advertising 
38% Felt That Brand Advertising Over Their 
Own Signature was More Effective 
27% Believed They Needed Both and Indicated 
No Preference for Either One 
7% Specified No Choice 
75% of Those Answering Noted a Trend toward 
Greater Acceptance by the Consumer of 
Nationally Advertised Brands 
18% — That Brands Were Holding Their 


3% Felt That a Return to Private Brands Is 
Indicated 


4% Withheld Their Answers to This Question 
39% Felt That Selling Branded Lines Was More 
Advantageous to the Retailer Under Present 
Conditions 
3% Felt That It Was Less Advantageous 
2% Did Not Make a Choice 
6% Failed to Answer the Question 
85% Stated they looked for and read “brand name” 
advertising in Boot And Shoe Recorder 


On the Important Subject of Prices: 
45% Believed That Manufacturers Should Fix 
Definite Prices and Feature Them in Their 
National Advertising 
33% Believed That No Mention of Prices Should 
Be Made in National Advertising 
13% Failed to Answer This Question 


To the question, “Could Retail Prices Be Determined 
Better by the Retailer and Featured in His Local 
Advertising?” 

50% Replied Yes 

27% Replied No 

23% Did Not Specify 











a a dull moment in the 
retail shoe business. Only a short time 
ago, the smart operator was the one 
who could buy the most shoes. Now 
the operator with the most shoes is a 
“dope,” as one retailer recently re- 
marked. Today the trick is not in buy- 
ing more shoes, but in selling more. 

During the lush years many dealers 
either forgot, or momentarily put aside, 
ideas for better selling. Customers did 
not question either price or fit to any 
great extent, and considered themselves 
fortunate just to be able to get a pair 
of shoes. 

Now is the hour to return to the fun- 
damentals of sound merchandising, and 
the dealer who is going to be happiest 
at the end of this year is the one who 
has gotten back the fastest to the basic 
principles of successful retailing. 

It is not necessary to dream up new 
advertising or merchandising ideas. It 
will suffice to dig out and dust off some 
of the old ones, the principal thing 
being to put them into effect as rapidly 
as possible. Successful promotion and 
advertising isn’t so much a question of 
new ideas, as it is actually doing the 
things you already know about. 

Where newspaper advertising during 
the war years was a hit or miss propo- 
sition, depending upon the arrival of 
shoes, which in many instances were 
sold out even before an advertisement 
could be inserted, it is now necessary to 
work out a carefully planned newspaper 
advertising campaign, and preferably 
one based on consumer buying patterns. 
Most successful stores invest from 3 per 
cent to 5 per cent of their sales in 
advertising. 

The first thing to do is to determine 
your objective, and then make your 
plans accordingly to attain that goal. 
Stock should be reviewed, including, of 
course, the number of lines carried and 
their relative importance to your total 
business (and your annual profits). 
Only in this way can you wisely decide 





how much you should spend to adver- 
tise each line. In this connection you 
should take into consideration any spe- 
cial advertising assistance offered by 
your resources. 

Some of the things to consider again 
are the media to be used (there have 
been a lot of changes in media, too) , the 
merchandise to be advertised, timing 
the insertions, tying in with the manu- 
facturer’s magazine advertising, use of 
institutional or prestige advertising, 
and the most efficient means of getting 
this advertising ready for the news- 
papers. 

Most manufacturers give you their 
magazine schedules early enough in the 
season, so that you may plan both your 
purchasing and your local advertising, 
to cash in on these national campaigns. 

It is a good idea to buy these nation- 
ally advertised styles wherever possible, 
and make arrangements with the sales- 
men to have the shoes in your store at 
the time the advertising appears. 

In laying out the season’s newspaper 
campaign you should schedule your 
newspaper advertising to coincide with 
the appearance of the manufacturers’ 
magazine ads, and thus get the fullest 
possible benefit from this advertising. 

You may want to study your display 
set-up once again — both window (in- 
cluding the appearance and finish of the 
shoes) and interior. Here again it is 
smart to use manufacturers’ material, 
which is expertly planned and pro- 
duced at a minimum cost. 

It is good business to use the reprints 
of national magazine advertising in 
your window and interior displays, and 
most manufacturers provide these each 
season, mounted on easel-back cards, to 
help in getting the best results from 
magazine campaigns. 

Intelligent use of direct mail material 
has been helpful in building many suc- 
cessful retail businesses, and this field, 
too, has been sadly neglected by many 
stores during the last few years. Some 
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of the old ideas which worked years 
ago are just as good now as they were 
then, and perhaps a little better, be- 
cause the buying public is still unaccus- 
tomed to such attention, as yet. 

Dealers doing the best business now 
are using the mails to send out notices 
of the arrival of new styles, or perhaps 
a pair of shoe laces to a former purchas- 
er, with an invitation to visit the store 
soon. Many of the old direct mail 
standbys may be revived to make cus- 
tomers feel that they are again very im- 
portant people and their business is 
appreciated. 

During the years when it was almost 
impossible to have any well planned 
and well thought out advertising cam- 
paign because merchandise was so diffi- 
cult to obtain, many merchants did 
more of the “nuisance” or “compli- 
ments of” type of advertising, giving 
$2.00 here, $5.00 there, and $10.00 
somewhere else, to solicitors for various 
causes. Perhaps this is the time to re- 
view this practice also, and if you find 
that the sum total is a bit shocking, you 
may want to try to see how this expense 
can be cut and the savings thus effected 
put into more legitimate forms of ad- 
vertising. 

It will only take a minute to check the 
list below: 

Are you spending the correct amount 
to advertise each line you carry? 

Are you using the right media? 

Are you planning your advertising 
for an entire season? 

Are you using any of the direct mail 
ideas that have proven so successful in 
the past? 

Are you tying in fully with manu- 
facturers’ national advertising? 

Are you making full and proper use 
of your valuable window space? 

Are you spending too much for 
“complimentary” ads? 

If you can’t answer “Yes” to every 
question, perhaps you are overlooking 
a sure bet for better business. 
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ww SHOE RETATLING... 


by DEANE E. ALEXANDER 


motion Program Pointed to That Objective — Then Work ADVERTISING MANAGER, 
GEO. E. KEITH COMPANY 


Your Plan for All It’s Worth, Making Good Use of the Ad- 
vertising Material Supplied by Your Merchandise Sources. 


Determine Your Sales Objective for the Season, Plan a Pro- 
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ADVERTISING 
Can Build a Retail 


by IRVING SETTEL 









































ABOUT THE AUTHOR 


Mr. Settel can approach the subject of 
retail advertising both from a practical 
standpoint as well as from a theoretical 
one. Not only does he teach the subject, 
at Pace Institute, New York, where he is 
Instructor of Retail Advertising, and at the 
College of the City of New York, where he 
lectures on Advertising Production, but he 
has had about !2 years of actual experience 
in the field of retail advertising. At the 
present time he is retail advertising man- 
ager of Concord's, Inc., a large chain of 
retail stores; formerly he was advertising 
manager of Gay Apparel Corp., another 
retail chain. 

He has also written a number of articles 
and contributed regular columns on retail 
advertising to business publications in many 


fields. 





Above, left: This ad 
shows how the effec- 
tive use of white space 
can achieve emphasis 
and attract the read- 
er’s attention to the 
advertisement. 


Left: A typical in- 
Stitutional adver- 
tisement. Even 
though prices are 
mentioned, empha- 
sis is placed upon® 
the store’s reputa- 
tion, policies and 
stock. 


Above: This is a typical 
promotional advertisement, 
stressing illustration, descripe 
tion and price. 
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Shoe Business 


First in a Series of Ad-Viser Articles, Offering the 
Shoe Retailer the Means of Producing Effective, 


Sales-Compelling Advertisements. 











IRVING SETTEL 


Advertising Is an Important Link in the Chain of Distribution, and 
as Such, Is of Particular Significance to the Shoe Retailer Who Is 
Seeking to Increase His Sales Volume. Here are Practical Hints 
on How to Make Your Advertising Pay Additional Dividend.. 


A KNOWLEDGE of the principles of advertising is 
imperative to every shoe merchant who desires to main- 
tain a successful business organization. Most retailers 
agree that a well integrated merchandising program 
is the lifeblood of their trade. They know that adver- 
tising is an important link in the chain of distribution. 
Modern business with its inevitable competition cannot 
function properly without effective promotion. And 
effective promotion is completely dependent upon its 
most important component, advertising. 

The shoe business, like all others, leans heavily upon 
advertising for a great deal of its trade. Advertising is 
important because it creates demand, raises the profit 
and lowers the cost of conducting business. Consequent- 
ly, we should acquire an understanding of this amazing 
business stimulus. We must become sufficiently familiar 
with its tenets to profit from its versatility. 

As directors and owners of large and small shoe busi- 
nesses, we are often required to pass upon advertising 
campaigns. It may be required that we pass judgment 
upon the soundness of promotional plans or approve 
budgets. We may even find the opportunity to create 
or assist materially in the creation of advertising ma- 
terial. 

A knowledge of every phase of the subject will great- 
ly facilitate the execution of such work. For rightly 
directed and prepared, advertising can prove to be an 
even greater sales stimulus than ever before. However. 
it is wise to remember that money can be squandered 
in advertising just as quickly as in any other field of 
endeavor. Knowledge of the tools and the precepts is 
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necessary to successful and economical management. 

This series, then, will be devoted to the dissemination 
of sound principles of advertising for the specific use 
of the shoe merchant. Tips, thought-starters, ideas, etc., 
will be offered. Each feature will contain samples of 
successful promotion used by successful shoe retailers. 
In addition, both the theoretical and practical aspects 
of advertising will be presented. Technical information 
will be offered in simple, non-technical language. It 
will be our purpose and desire to assist in the stimula- 
tion of sales and the expansion of your business. 


Functions of Advertising 


Essentially, the aim of all advertising is to sell mer- 
chandise. Since all of us are interested in increasing 
business, a brief discourse related to the functions of 
advertising is appropriate as a curtain raiser. 

“Why do we advertise?” Many a shoe merchant has 
asked this question and with good reason. Advertising, 
effective and otherwise, costs money. Very often, re- 
sults for short periods of time are difficult to ascertain. 
When we employ salesmen, we can easily determine 
which of these men earns his salt. We merely look at 
his sales record. 

Such immediate judgment cannot be pronounced in 
the case of advertising. As sales increase, the respon- 
sible source is temporarily concealed. It is not until 
longer periods of time have elapsed that the business 
stimulant becomes obvious. Then, the merchant may 
scratch his head in amazement at this mysterious force. 


[TURN TO PACE 136, PLEASE] 








Browning King in New York used this attractive and inviting window to acquaint men with 
the extensive line of moccasins which they carry. Notice how the circular plateau offers an 
opportunity for abundant display. 


é¢ Window Display - - Perfect 


MERCHANTS the country over are becoming more and 


more conscious of the important advertising role played 
by their window displays in today’s shoe promotion. 
Not only do the displays offer an opportunity to the 
retailer to keep his customers acquainted with the mer- 
chandise he carries, but they also serve the additional 
function of introducing new and prospective customers 
to the store. 

Compared with the service it performs, the window 
display is a relatively inexpensive advertising and pro- 
motion medium. It is a known fact that the sight of 
actual merchandise is a prime sales inducer. Not only 
does it convey to the looker more detail than can be 
shown in any reproduction, but it incites the prospect 


The Boston store of Kay’s-Newport attracted 
@ lot of interest with this display which car- 
ried a miniature reproduction of “Rockport— 
The Artist’s Haven.” The rustic wood frame 
surrounded a setting of fisherman, boats and 
fishing shack. Summer merchandise was 


Right: Gimbel’s in New York used this three- 
frame treatment to offer a wide selection of 
women’s shoes. A colorful drape was used 
to set the shoes off to advantage. 





Window Displays Offer the Shoe Retailer a Means of Keeping 
His Customers Interested in His Store and the Merchandise He 
Stocks. Attractive Windows Keep the Rating of the Store High 
and in the Forefront of the Minds of Shoppers. 


to an immediate consideration of how that merchandise 
would fit into his or her wardrobe. And that’s half 
the battle. Once a customer is broughi to the point of 
deciding how a product can best be used, it is more 
than half-sold. 

Shoe retailers are increasingly careful to make their 
windows as attractive and as inviting as possible. They 
show the shoes on display as if they were items of 
great value. They surround them with props and back- 
grounds which have interest of a timely nature. Thus, 
by making a definite appeal to specific events in the 
lives of their customers, they have been able to increase 
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Above: Conrad’s in Boston presented style 
shoes in this window. The display employed a 
green back drape, a papier maché nymph and 
a mannikin as important props. 





Left: This display of Hanney’s in Phoenix, Ari- 
zona had both dignity and interest for shoppers. 
The sectional background and the coat of arms 
provided an air of simplicity which blended 
well with the masculine character of the shoes. 


Below: Hanan Shoe Store in New York used 
a decorative striped table as a setting for their 
Summer shoes and hosiery. The spray of 
flowers lent a touch of delicacy and femininity 
which was suited to the merchandise. 


the customer’s interest in their stores and their mer- 
chandise. 

The windows which you can see on any smart shop- 
ping street are a far cry from the cluttered displays of 
yesteryear. Merchants know that a few styles, can gain 
drama and interest by clever arrangement and suitable 
backgrounds. In the half-dozen sales-pulling examples 
on these pages, notice how attention is focused on the 
merchandise rather than being distracted from it by 
obtrusive display props. This is a cardinal rule of dis- 
play—that the merchandise should speak for itself— 
and one which wise merchants are adopting with in- 


creasing frequency. 













WELT STYLES FOLLOW 
THE TRENDS..... 


A REVOLUTION has been going on in the shoe business, in fact 
in every branch of the apparel industry for the past fifteen years. 
zaore or less. Women don’t even stop to think now about how much 
more comfortable their clothes and shoes are than they used to be. 
lighter, softer, in every way easier and prettier to wear. The de- 
velopment of a large industry in the manufacture of play and casual 
clothes and shoes is the most striking indication of this trend. 

But clothes and shoes of all kinds, more formal as well as casual 
and play, show the same influence. In shoes, the tread of lasts has 
been very much broadened and even the new slender toed last is 
not, we believe, going to offset this advance in foot comfort. If it 
does, we, for one, look to its speedy abandonment. Then take an- 
other style-plus-comfort development. the low heel of 14/8 and 
under, which had become one of the most important heel ranges 
before the war. This is the biggest year for these heels in the history 
of the shoe industry, say some manufacturers. And there are the 
platform soles, especially in their quarter to half-inch versions 
where they can be flexible as well as soft and light. Only the women 
who wear them can know what comfort they afford against hard, 
hot or cold pavements. Add to all these features of the modern 
shoe the many leathers which have been developed for softness and 
lightness and the opened-up patterns for greater coolness. These are 
just other indications of the way shoe designers and. manufacturers 
have been working to give women greater foot ease. And not only 
the foot but the eye has been pleased with these shoes, so young, 
pretty and smart in a new way. 

All these ideas are now having a direct bearing on women’s welt 
shoes. Year after year, makers of these shoes have beem learning 
that they must make their welts lighter, softer, more youthful look- 
ing. Sturdy construction and materials are not enough for women, 
just as they are no longer enough in their coats, suits and dresses. 





Reading top to bottom: Casual Classics by Marshall, Meadows 
& Stewart. Randoms by Stetson. Rasmussen. Sportster by 
ev of Boston. Hill and Dale by Dixon-Bartlett. Arnold 
Auth entics. 











Manufacturers Develop New Styles in Welts to Give Lighter, Softer 
Look and Feeling. More Youthful Patterns Also the Objective 


Even in Conservative Types. 
by ELEANOR M. RUTTY 














e 

Some makers of welt shoes are keenly aware of this changed think- 
act ing. Here is what one such manufacturer wrote us recently: 
rs. “There is no doubt that the women’s welt manufacturers will 
ich have to go into light, airy, flexible welt shoes, and, as you know, 
be, this defeats the biggest virtue of Goodyear welt shoes, as they are 
de- always known as durable. sturdily constructed shoes. The flexibility 
ual in welt shoes is something that is put into the shoe . . . it is the 

desire of the Goodyear welt buyers to continue buying Goodyear 
ual welts because of their many virtues, but these must have the styles 
nas and appearance of the casual or ballerina type, and still retain the 

is qualities of the Goodyear welt. In other words, they are to be bal- 

itl lerina or casual type Goodyear welt shoes, having a very close edge, 
an- a low, low heel and great flexibility. It all simmers down to the fact 
ind that the shoes (like the girls’ skirts) must have ‘the new look’. . . 
zes or sloppiness!” 
ory Further on in the same letter this welt manufacturer makes an 
the interesting comparison between the demand a few years ago and 
ons now. “You have heard of the McKay shoe being made to look like 
en a Goodyear welt,” he says. “This type of shoe was known as the 
rd, “Moc” or American welt. Now, the situation is reversed. We are 
mn trying to make the Goodyear welt resemble the McKay or California- 
ind type shoe. How long this situation will exist we cannot foresee. In 
are fact, a lot of Goodyear welt manufacturers consider it a sacrilege 
ers ... and rightfully so . . . to have good sturdy shoes passed up for 
nly compos, cements, or McKay type shoes. But if that is what the 
ng, public demands, we will have to meet the condition.” 

As a summary of the current thinking on welts, this pretty nearly 
elt covers the situation. It should be noted also that the tendency toward 
ng softer and more feminine styles in women’s clothes is influencing 
ak- the styling of welts. With the great interest in tweeds for Fall, the 
en, [TURN TO PAGE 102, PLEASE] 
es. 

Reading top to bottom: Collegebred by E. P. Reed. Synchro- 
ws Flex Construction British Walkers by J. P. Smith. Easi-Gait 
by by Geo. E. Keith. Florsheim. Active Moderns by Selby Arch 
ld Preserver. Ki-Yaks by Craddock-Terry. 
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play windows. 


Viewed from the front, th 
howing the ’s and 


departments, the latter at 


mens 








On the principle that nothing is so interesting to a shopper as merchandise, 
Field’s store front has a recessed entrance flanked by spacious, well-filled dis- 


Aééressive Promotion - - 
Prime Sales Builder 


Rather than Wait for Time to Establish a Regular 
Clientele for His Store, Sam Greenfield of New 
Bruswick, N. J., Uses a Strong Advertising Program 
to Attract Customers. 


e interior, 
children’s 
the rear. 


Principal parts of the color combina- 


tion are floral green and dark orange. 


[VE been in and out of the shoe business for a long 
time, but now I’m in to stay,” Sam Greenfield said. 
letting his gaze, at once critical and appreciative, move 
the length of his finely appointed, modern store. 
“There’s something about the shoe business that al- 
ways brings you back.” 

Mr. Greenfield, whose family shoe store, Field's 
Shoes, is one of the latest additions to the commerce 
of New Brunswick, New Jersey, operated a leased de- 
partment in a local department store for 12 years 
before the urge and capital stimulated him to his 
present enterprise. 

Cardinal in Mr. Greenfield’s retail creed (a policy 
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which has more than tripled his volume in the past 
four months) are the twin points of promotion and 
advertising. “Too many shoe stores sit back and wait 
for the years to establish regular customers,” Mr. 
Greenfield noted deprecatingly. “I believe in going 
after new business and keeping the old.” He does this 
by using every advertising and promotional medium 
available. Field’s ads appear regularly in the daily 
newspaper; in the college (Rutgers University) and 
high school publications; on bus placards; in the 
telephone directory; and the local radio station con- 
sistently broadcasts the firm’s spot commercials. Through 
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OVERLACE. 

Dainty black overlace design 

woven directly over rayon satin. Shirred 
elastic heel strap—black on misses’ sizes, 
matching color on children’s. 




















MOTHER—DAUGHTER *BEDTIMERS ... 
JUST ALIKE! 


Now — you can offer children’s indoor slippers with the same fine 
styling, lovely colors and pretty detail that your customers will find 
in Kleinert’s grown-up °Bedtimers this fall! 


Now—you can sell mother-and-daughter Bedtimer slipper combi- 
nations that match in every perfect detail! 


This is exciting fashion news for tots, teen agers and mothers. 
And it’s good sales news for you! 


Your customers will see these slippers in the October issues of 
Good Housekeeping and Parents’ Magazine. And a dramatic, 
full-color ad will burst out with the news in the November 
Good Housekeeping and December Parents’ Magazine. 


Overlace style in ice-blue, nude-pink, and red; other two 
ee oy styles in black, also. Rayon satin. Misses’ sizes, 4-9, to 
Elastic insert on heel strap; elasticized retail at $3.95; children’s sizes 8-3, to retail at $2.95. 
sabot strap across instep. Golden button 


on the side. 
Ready for September 


delivery—if you hurry! 


POM-POM. 
Platform sole. Shirred elastic sling back. 
Open toe topped by a large, gay pom-pom. 


“It pays to show 
the name they know” 


@ 


*® 485 Fifth Avenve, New York 17, N. Y. 








Shoe Store Modernized 


HAZLETON, PA. — Allan’s Shoe 
Store, 6 North Wyoming Street, here, 
has been completely modernized. Im- 
provements include an ornamental win- 
dow, shadow boxes, a modernistic tubu- | 
lar partition, globular lights of chrome | , 
ee ee ere QUALITY SHOE PRICED FOR THE 

The store, one of seven operated by | 
the M. D. Brandwene Shoe Co. of | 
Wilkes-Barre, Pa., has been in its 
present location for 19 years. It has 
complete departments for men, women 
and children. Two more stores are 
scheduled for early modernization, a 
company official stated. 


THE ONE 


Ns . 
NATIONALLY ADVERTISED STYLE- 


GREAT MASS MARKET 








Trade-In Sale of Shoes 
Proves Big Success 


BINGHAMTON, N. Y.—A three-day 
trade-in sale of shoes at Hills, McLean | 
& Haskins, held here recently, brought | 
more business than the department | 
eould handle. Approximately 700 pairs 
were sold at the Binghamton and Endi- 
cott stores during the event. Business | 
was so heavy on the final day that | 
the names of about 70 customers were 
taken and they were permitted to come 
back the following week to be fitted. 

Old shoes fit for wear by needy 
Europeans were received by the store 4s Pre .d 
bi- and turned over to the Council of [Eeh—ihh—ene 
Church Women of Binghamton and | . : : 
vicinity, which arranged for their ship- in Redbook, 
ment abroad. Customers were allowed | 
$8 credit on any pair of shoes in stock | 
priced at $9.95 or higher. Nothing was | 
withheld. This breadth of choice is 


SHOES 


Modern Screen. 





Charm and 


f believed to have been responsible for Woman’s 
tic, the unexpectedly good sales results | 
achieved. Best selling numbers were Home 
mainly in the $11.95 to $15.95 price ; 
range. Companion 
wo 
0 e 4 a } . 
: New Chemist on Staff = e EDR 
Of Glenn L. Martin Co. , ‘ 
BALTIMORE.—Appointment of EI- 2 modern screen 


eanor Fisher Horsey of Greensboro, 
Md., to the staff of the Chemicals | 
Division of The Glenn L. Martin Com- 
pany at Baltimore, has been announced | 
by Robert H. Kittner, vice-president in 
charge of the division. 

Miss Horsey will prepare technical 
reports and other written material for 
customer information and _ industrial | 
distribution on Marvinol VR-10 and | 
other chemical products of the Martin 
company. She will be assigned to the 
main office of the division at 501 E. 
Preston Street, Baltimore 2, Md. and 
will work with the Martin Technical 
Service group. 

Miss Horsey has been associated with 
Hercules Powder Company since 1942, | 
and was with the Borden Company | 
prior to that time. She received her 
Master of Science degree in chemistry | 
at Cornell University in 1938. She is 





Manufactured by 
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a member of the American Chemical ‘Our, PETERS SHOE COMPANY 
Society and other scientific associa- : 
oa” Division of INTERNATIONAL SHOE COMPANY, St. Louis 
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Matching 


Bags 


in 3 styles, 


$60 doz. 


NATIONALLY ADVERTISED 


MADDY 





SHERRY 








Black Kid Suede 
high and cuban 
heels. $4.25 









Africana in Browr 
Red, Green. High 
heels. Also Black and 
Brown Kid Suede 
Black smooth calf, 
high and cuban 
heels. $3.75 


Africana in 
Brown, Red 
Green. High 
heels. $4.25 












131-135 DUANE ST., NEW YORK 


tN ST. LOUIS: T3315 














LIBBY 


Black Kid Suede, 
high and cuban 
heel. Brown Kid 
Suede, high heel. 
$3.10 














Black Kid Suede, 
Black and Brown 
calf. High and 
cuban. $4.85 










































WASHINGTON 


AVENUE 


Boot and Shoe Recorder 











NATIONALLY ADVERTISED 


a 


BY LESTER PINCUS 











DEBBY 
Black Kid Suede. 
$4.00 





ANNETTE 
BINNY 
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Black Kid Suede. LOLA Black Kid Suede 
4.00 4.00 
Black Kid Suede. Kid Suede 
3.10 Black and Brown. 
Also Black 
smooth calf and 
patent leather. 
25 
All 

shoes 
N&M 
Widths 
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Soe { Casuals 
- | Groves Shoe Co. 


© F 
311-315 WEST MONROE ST., CHICAGO 


'N PORTLAND, OREGON: 309 SOUTHWEST THIRD AVENUE 
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@ The Weather-Bird fall 
campaign is different from any other 
children’s shoe advertising. Original, 
dramatic, exciting. It features Weather- 
Bird fame and popularity with 
“America’s Young Circles.” It sells 
the extra values of the 5 Weather- 
ized features. It gives you a great 
ready-sold market—yours just for 
tieing in with the outstanding 
Weather-Bird program. 


(Wearn ER-BiRD 


SHOES 


FOR BOYS AND GIRLS ARE 


STYLED BY PETERS SHOE COMPANY 
DIVISION OF INTERNATIONAL SHOE COMPANY, ST. LOUIS 3, MO. 
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Shoe Promotion Plans for Fall 


Manufacturers Announce Advertising Campaigns for the 
Coming Season and Indicate Plans for Dealer Cooperation 


Monthly Insertions 
For Acme 


Sidney E. Cohn, president of Acm2 
Boot Manufacturing Company, Clarks- 
ville, Tennessee, reports the following 
advertising plans for Fall: 

“This Fall we shall continue our 
regular national campaign of monthly 
insertions in color in the Saturday 
Evening Post and Holiday featuring 
Acme cowboy boots. In addition, for 
added emphasis on Acme cowboy boots 
for children, we are adding two more 
publications to our advertising schedule 
—Parents’ Magazine and Life. These 
also will carry regular monthly ad- 
vertisements in color. 

“To give dealers the full benefit of 
this national advertising we are fur- 
nishing merchandising materials timed 
with the appearance of each advertise- 
ment. There are mounted copies of the 
color advertisements for display in the 
store, window displays, newspaper 
mats, suggested radio announcements 
and other merchandising materials. 

“Periodically, and especially in con- 
nection with the Fall—Christmas shop- 
ping season, we are furnishing complete 
kits of merchandising materials pro- 
viding a well-rounded promotion plan 
for dealers’ use. 

“To keep dealers informed of our 
activities and the merchandising op- 
portunities afforded them, we are using 
trade paper advertising and regular 
mailings to dealers. Our salesmen also 
are carrying on their dealer calls port- 
folios of the complete national adver- 
tising program for Acme Cowboy Boots 
and the merchandising aids for dealer 
use.” 


American Girl Shoe Company 
Fall Ad Plans 


During the Fall season, the American 
Girl Shoe Company will feature their 
shoes in Seventeen Magazine, which 
will show mostly sports and low heel 
types, a full page in four colors in 
August. In September American Girl 
will feature their line of flats and casu- 
als in Charm Magazine on a full page 
in black and white. 

Also in September, the dealers 
throughout the country will cooperate 
on a national promotion which is Amer- 
ican Girl Week and starts September 
13th and runs for one week. During 
this week the dealers will be supplied 
with special mats on advertisements 
which will feature certain types of 
shoes in this period, window display 
material, counter cards, and in most 
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- eases the dealers are planning to run 


full or half page ads. 

Nurses’ shoes will be featured in 
September in a full page ad in the 
R N Magazine. Semi-dress type shoes 
will be promoted in a 2/3 page ad in 
the Ladies Home Journal the same 
month. Good Housekeeping Magazine 
will run a half page on American Girl 
Shoes featuring the basic or corrective 
type shoes, also to be run in September. 


Arnold to Launch New 
Townstyles Line 


1948 Fall advertising plans recently 
have been announced by the M. N. 
Arnold Shoe Company, creators of 
Arnold Authentics and the new Arnold 
Townstyles. A full-page, four-color ad- 
vertisement in the August fifteenth 
issue of Vogue will launch this new 
line, which will also be included in a 
black and white campaign in The New 
Yorker. 

The story of this promotion will be 
carried in the trade press, as well. And 
Arnold has made plans for expanded 
promotional material for retailers with 
layout and copy service available, in- 
cluding shoe mats for both Authentics 
and Townstyles, complete advertise- 
ments in various mat sizes, display 
ecards and four-color folders. 


Well-Rounded Campaign 
Planned by Bates 


“Back to Campus” is the next im- 
portant date on the Bates Originals 
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This type of dealer advertising, featur- 


ing the manufacturer's name, is an impor- 
tant aid fo sales. 








promotion calendar. “Bold Look” slip- 
per-free styling will be emphasized by 
over-thick leather and crepe soled shoes. 
Consumer ads are scheduled for con- 
tinuous use in Esquire and Newsweek. 
Trade ads with advance promotional 
ideas are being released in Apparel Arts 
and BooT AND SHOE RECORDER. 

Dealer activity is being sparked by 
colorful displays; direct mail pieces; 
well-rounded newspaper copy and radio 
transcriptions. New techniques have 
been developed to promote “Six Foot- 
ers” ... the Bates “Grow Taller” line. 

The entire Bates campaign is pointed 
to attracting a greater share of the 
extra billions which are being earned 
in ’48 by American consumers. 


Brown Shoe Company 
Naturalizer 


National advertising schedule: four- 
color bleed page ads in Vogue, Look, 
Cosmopolitan and a double page spread 
in Life on the Fit Parade promotion. 
Regular retail newspaper ad mat book 
will be available to all dealers as well 
as packaged promotion on Fit Parade. 
Spot announcement transcription rec- 
ords, radio mimeographed scripts, book 
matches, miniature gift shoe mailing, 
price tickets, have been prepared for 
all dealers. Show cards, window stream- 
ers, fashion merchandising cards, na- 
tional ad reprints and blowups, display 
schedules are also available. Re-sale 
display consists of four small units, in- 
cluding one on Fit Parade. A direct 
mail piece is also available. 


Air Step 


National advertising schedule: four- 
color bleed page ads in Mademoiselle, 
Look, Cosmopolitan, and a double page 
spread in Life on Fashion Fair promo- 
tion. Regular retail newspaper ad mat 
book will be available to all dealers as 
well as packaged promotion on Fashion 
Fair. Spot announcement transcription 
records, radio mimeographed scripts, 
book matches, miniature gift shoe mail- 
ing, price tickets have been prepared 
for all dealers. Show cards, window 
streamers, national ad reprints and 
blowups, fashion merchandising cards, 
display schedules are also available. 
Re-sale display consists of one large 
custom display set up to effect six 
changes, and four small units, includ- 
ing one on the Fashion Fair. A direct 
mail piece is also available. 


Life Stride 
National advertising schedule: four- 
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Shoe Promotion Plans for Fall 


color bleed page ads in Mademoiselle, 
Seventeen, Charm. Regular newspaper 
ad mat book will be available to all 
dealers. Spot announcement trans- 
cription records, radio mimeographed 
scripts, book matches, price tickets have 
been prepared. Show cards, window 
streamers, display suggestions and 
sketches, national ad reprints and blow- 
ups, fashion merchandising cards, dis- 
play schedules are also available. Four 
re-sale units are planned for the Fall 
season. 


Westport 


National advertising schedule Mad- 
emoiselle, Seventeen, four-color bleed 
page ads. Retail newspaper ad mat 
book is available as well as packaged 
promotions on both “Cheer Leaders” 
and “’49-ers”, the two big promotions 
planned for Fall. Spot announcement 
transcription records, mimeographed 
radio scripts, book matches, window 
cards, fashion merchandising cards, na- 
tional ad blowups and reprints, price 
tickets are available to all dealers. Re- 
sale display is planned for the “Cheer 
Leader” promotion plus a comprehen- 
sive free display material program. 
Only free display material is avail- 
able for “ ’49-ers.” 


Roblee 


National advertising schedule: Pic, 
Sport, Saturday Evening Post, four- 
color bleed page ads; double page 
spread in Life on Roblee Round Up 
promotion. Retail ad mat book is avail- 
able to all dealers as well as packaged 
promotion of Round Up. Spot announce- 
ment transcription records, book 
matches, mimeographed radio scripts, 
window cards, fashion merchandising 


[CONTINUED FROM PAGE 75] 


cards, national ad blowups and re- 
prints, price tickets are also available. 
Re-sale display consists of one unit set 
up to cover complete year with six 
changes and four smaller unit displays 
including one on the Roblee Round Up. 


Buster Brown 


Teen-Age national advertising sched- 
ule: Seventeen, Calling All Girls. Regu- 
lar retail ad mat book takes care of 
both Teen Age and Buster Brown. 
Packaged promotions on “School Days 
Jamboree” and “Jingle Bells Jubilee” 
are planned for Fall. Spot announce- 
ment transcription records, radio mim- 
eographed scripts, miniature gift shoe 
mailing, and price tickets are available. 
Show cards, window streamers, etc. 
also are available. Re-sale display con- 
sists of six display units including 
changes on big promotions. A half-hour 
radio program over NBC starring 
Smilin’ Ed McConnel will continue to 
be held every Saturday morning. 


United Men's Division 


National advertising only on Boy 
Scout Shoes in Boy’s Life. Newspaper 
ads are prepared on each line and en- 
closed in a folder. The lines repre- 
sented are Roblee, Jr.; Pedwin, Brand- 
ed Boy Scouts; Boy’s Buster. Book 
matches have been prepared for Ped- 
win. Mimeographed radio spots, show 
ecards, price tickets, window streamers 
are available. Plaques and similar dis- 
play pieces are also available. 





Burns Cuboid 
To Stress Foot Care 


Burns Cuboid Company of Santa 
Ana, California, recognizes the growing 
competition that is developing for the 








This suggested window trim is part of a complete merchandising kit sent to all 
dealers by Acme Boot Manufacturing Company, Clarksville, Tennessee. The merchandis- 
ing kit also includes counter display, newspaper mats and suggested radio announce- 


ments. 
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extra billions that more than 60 million 
highly paid workers have created. The 
firm plans to meet this with intensified 
advertising and promotion. Highlight- 
ing the many correlated plans will be 
the introduction of some novel ideas 
on the proper care of the feet. 

This and other messages to foot suf- 
ferers will be concentrated in smaller 
space to be run more frequently in 
newspaper, national magazine and trade 
journal publications, according to E. 
W. Elmore, director of public relations 
for the company. New flasher signs 
created in the actual Cuboid size show- 
ing the product’s anatomical elevation, 
and prominently displaying the Amer- 
ican Medical and Good Housekeeping 
seals, will supplement the advertising. 

These and other dealer helps will be 
advertised to the trade through the 
columns of BooT AND SHOE RECORDER. 
James H. Sewell, president of Burns 
Cuboid Company, intimated that, be- 
cause of new accounts added recently, 
details of another expansion program 
will soon be forthcoming. 





Fall Advertising Plans 
For ‘‘Rough Riders’’ Shoes 


Fall advertising on “Rough Riders” 
children’s shoes, made by Cannon Shoe 
Co., calls for use of space in Good 
Housekeeping, Parents Magazine and 
also business papers. Major effort 
will be centered around the production 
of a colorful illustrated catalog also 
selling aids, advertising mat service, 
window display materials, tickets, cards 
and talkers, display units and radio 
continuity. 





Continuity of Theme 
In Carmo Advertising 


Carmo Shoe Manufacturing Com- 
pany, makers of high fashion Carmel- 
letes shoes, are establishing a new form 
of presentation in their national adver- 
tising program. Their advertising will 
carry a continuous theme, beginning in 
August with national ads appearing in 
Seventeen and Mademoiselle. This “ser- 
ies” technique is a departure from 
Carmo’s previous advertising in which 
individual promotions were stressed. 
Continuity will lend an institutional 
touch that will make the ads immedi- 
ately recognizable to the readers of wo- 
men’s fashion magazines throughout. 
the country. 


Eight Special Yearly Promotions 
For Cobblers 


Cobblers, Inc., Los Angeles, Calif.,. 
are continuing their extensive national 
advertising, trade advertising and 
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“I can afford a different pair of JOLENE Shoes for each one of my outfits. JOLENE’S 
low prices suit my budget fine. There are many JOLENE Shoes to go with everything I wear. 


I like to be in style so at night or daytime, at work or play, I wear JOLENE’S!” 


All over America budget-weary young women are turning to JOLENE Hollywood- 


Inspired Shoes. JOLENE Shoes are sensibly priced and carefully made. Women recognize 


Afalnally JOLENE Shoes as one of America’s outstanding shoe values. 
Ulster Sell this ready-made mass market with JOLENE Shoes and watch your profits g-r-o-w. 


in 


LIFE e CHARM e GLAMOUR e VOGUE « PHOTOPLAY ¢ SEVENTEEN 


For complete information on how you can sell the lucrative mass market, write today! 


TOBER-SAIFER SHOE MANUFACTURING COMPANY « SAINT LOUIS 


Shoe Promotion Plans for Fall 


dealer help program. Full-page color 
ads as well as smaller space ads will 
be run regularly in fashion as well as 
women’s service magazines, advertising 
new styles as well as staples. Messages 
of importance to the trade will be an- 
nounced in full pages in trade maga- 
zines. 

Dealer helps include a permanent 
display piece, window display cards, 
mounted and easeled reprints of na- 
tional ads, newspaper mats and also a 
sound slide film in color for the infor- 
mation of retail salesmen. 

About eight special promotions a year 
will be supported by special promo- 
tional packages. 


Commonwealth Planning 
Nineteen Promotions 


Some nineteen Bostonian, Mansfield 
and Bostonian Jrs. promotions, the 
largest in the firm’s history, comprise 
the Commonwealth advertising and 
merchandising program for Fall 1948. 
These promotions cover a period ex- 
tending from August through January 
1949. Each promotion is authenticated 
and timed by a national advertising 
backdrop in Life, Saturday Evening 
Post, Colliers, Newsweek and Esquire 
in color, with coordinated tie-in, point- 
of-sales display prop, window posters, 
prepared newspaper ad mats, mailings 
and minute and half-minute dramatized 
radio spots. 


Connolly Offers Ad Mat Service 


The Connolly Shoe Company, of Still- 
water, Mich., offers its dealers an ex- 
tensive mat service for use in retail 
advertising. Included are seven one- 
eclumn newspaper ads complete with 
the exception of the dealer’s signature, 
and eleven two-column advertisements. 
In addition, there are mats of more 
than 30 styles manufactured by this 
company, a plaque for window display, 
a kangaroo sign designed to hold fold- 
ers in its pocket, a neon sign de- 
signed for window or interior display, 
and Brogandi kid and Connolly logo- 
types for use by dealers in their pro- 
motional material. The advertisements 
stress the comfort, style and durability 
of kid and kangaroo leathers. 


Will Use Fashion Magazines 
To Push Consolidated Footwear 


Announcement is made that the Con- 
solidated Footwear Corporation of 
Malone, N. Y., has engaged the services 
of the Chernow Advertising Agency, 
New York, to handle its advertising and 
promotional activities. 

The initial campaign, already re- 
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leased, features the original Stadium 
boots, manufactured exclusively by the 
Consolidated company. Featured also 
for Fall will be Consolidated’s Lake 
Placid Boots and Sun Valiey Boots. All 
three of these trade names are owned 
exclusively by Consolidated. 

The important fashion magazines 
serving the young women of the nation 
will carry the Consolidated copy. 
Counter cards, window cards, radio 
scripts, hangtags and other dealer helps 
will be furnished retailers. The first 
ads will appear in Calling All Girls and 
in Seventeen and will feature the boots 
as a “must” in the wardrobe of col- 
lege girls. 


W. B. Coon Plans Heavy 
Newspaper Campaign 


Milton Klein, sales manager of W. 
B. Coon Co., reports that a “newspaper 
advertising campaign will be carried 
in local publications in more than fifty 
cities. New window display cards are 
being prepared together with blow-ups 
of the various ads which will continue 
to appear in the magazine section of 
the New York Times.” 

“In addition,” he says, “we are pre- 
paring some new package enclosures for 
distribution to our dealers, and various 
other dealer helps which we have in 
mind. We are planning to conduct two 
fitting classes this Fall.” 


Craddock-Terry Shoe Corporation 


Advertising plans for all divisions 
of Craddock-Terry Shoe Corporation 
include Fall trade promotion through 
the pages of BooT AND SHOE RECORDER 





‘DEALERS NAME 


Sample layout for the use of its dealers, 
prepared by the J. P. Smith Shoe Company, 
Chicago, Ill. 


and Footwear News. Supplementing 
this basic merchandising, American 
Gentleman Division will employ Men’s 
Wear. Supporting trade messages from 
Miracle-Tread, Natural Bridge Shoe- 
makers and Metropolitan Shoe Com- 
pany will appear in Women’s Wear 
Daily. 


American Gentleman Division 


Half-page and quarter-page inser- 
tions in the Saturday Evening Post 
and Collier’s; four-color page in Es- 
quire; brief, crisp copy addressed to 
“men of action,” with bold product dis- 
play and background sports illustra- 
tion; such is the American Gentleman 
national campaign, scheduled to begin 
August 28 and run through November. 
As heretofore, each magazine adver- 
tisement is adapted for local newspaper 
use as part of a dealer mat service. 
Dealers are also supplied with coordi- 
nated point-of-sale display and con- 
sumer sales literature. 


Natural Bridge Shoemakers 


Again and with the heightened ef- 
fect of consistency, this advertiser 
campaigns through its accustomed me- 
dia — presents new Natural Bridge 
styles, choice leathers, fine craftsman- 
ship, and emphasizes fashion that re- 
tains comfort. A Vogue page in full 
color, September ist issue, spotlights 
the campaign, while two-color and 
black-and-white advertisements in Mad- 
emoiselle and Good Housekeeping, re- 
spectively, build up and sustain con- 
sumer interest from August through 
November. Tie-in mat service, win- 
dow and counter displays, and con- 
sumer mailing literature are designed 
for maximum sales effect in conjunc- 
tion with the national advertising. 


Miracle-Tread Division 


Glamour leads off with a four-color 
page in September, giving full play to 
Miracle-Tread’s advanced Fall styling. 
Also in September and subsequently 
through November, modish new Mir- 
acle-Tread creations will be displayed 
to the largest feminine readership of 
all, via Ladies’ Home Journal. Fashion 
is again the copy-and-art keynote, 
heightened by echoes from the “ankle- 
flattery” theme of previous campaigns. 
Cooperative point-of-sale aids are com- 
plete as usual — give Miracle-Tread 
dealers every opportunity to realize on 
the national promotion. 


Metropolitan Shoe Company 


The Metropolitan Shoe Company has 
again selected Seventeen to carry the 
Ki-Yaks story to a fast growing mar- 
ket—the teen-age market, with color 
ads in the August, September and 
October issues. Each ad is adapted for 
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@ If you will observe, it doesn't take high-priced shoes to form the outline of value. The top 
styling of Fortunes outlines a value much greater than the price tag indicates. For Fortunes 
are shoes that have the appearance of styles that are currently selling in far higher brackets. The 
smart styling of these quality shoes gives Fortune dealers a mighty leverage for increasing 
sales and attracting customers who seek the leading styles at the moderate price they like 
to pay. Because of this distinct advantage, Fortunes are gaining more sales season after 
season . . . acquiring repeat customers for Fortune dealers throughout America. Dealers 
are especially successful with the Fortune line when they use the dynamic 
promotions Fortune offers them to tie in at the point of sale 
with Fortune's national advertising. If you, too, 
want to cash in on Fortune's outline for more sales 
and more profits, write today! Richland-Davidson 
Shoe Company, Division of General Shoe 


Corporation, Nashville, Tennessee. 


VUMIE 


SHOES FOR MEN 





LSC at WWPSE... 


ALL MEN EVERYWHERE WANT COMFORT! 





The Hagerstown Shoe Co. of Hagerstown, Maryland, makes this popular 
slipper for all men that want to experience real foot comfort. And 
SHUGOR gives new indoor-outdoor all’round versatility and fitability to 
this sleek interpretation of a long-favored model. It assures long wear, 
complete comfort, and snug fit at ankle and instep. 


SBOCOF 


THOMAS TAYLOR & SONS inc. 


Hudson Mass. 





Copr. 1948 
Thomas Taylor & Sons inc. 








Shoe Promotion Plans for Fall 


local newspaper use as part of the 
dealer mat service. Cooperative point- 
of-sale aids are available as usual and 
gives the Ki-Yaks dealers ample ma- 
terial to merchandise and capitalize on 
the national promotion. 


Air-O-Magic Ads 
Built Around Slogan 

The Air-O-Magic slogan for Fall 
1948 is “There’s Magic in Air-O- 
Magic.” All advertising for the Marion 
Shoe Division of Daly Bros. will be built 
around the Air-O-Magic trade mark of 
the man lying in the shoe. 

Emphasis this season will be on 
point-of-sale. A display rack arranging 
six shoes around the Air-O-Magic trade 
mark is available to dealers for win- 
dow and counter use. A background 
frame with removable panels is also 
available. Window cards of Air-O- 
Magic color ads will be supplied to 
dealers prior to date of issue. 

The idea of offering a free booklet on 
timely subjects has proved very effec- 
tive. This season each advertisement 
will include a trick; solution is avail- 
able upon request and will be accom- 
panied by a magic booklet of eighteen 
additional tricks with solutions. These 
are also available to dealers. 


Desco to Use Youth 
Magazines, Dealer Helps 


“Give them the styles they like, in 
the quality they want, at the price they 
want to pay and you'll win their busi- 
ness,” said Herman Diamant, head of 
Desco Shoe Corporation. 

It is on this principle that Desco, 
with factories in Long Island City and 
Webster, Mass.. and showrooms at the 
Marbridge Building in New York, has 
fashioned its manufacturing, merchan- 
dising and promotional activities for 
Fall. 

“Our advertising is geared to tell this 
value story to millions of women and 
girls,” said Mr. Diamant. “We are run- 
ning ads in Calling All Girls, Seven- 
teen, Charm and Mademoiselle through- 
out the Fall season. Dealer mats of 
tie-in ads, mats of the entire line of 
Desco casuals and radio scripts are fur- 
nished free to the retailers. Also new 
Desco flasher display is being given to 
active customers,” he added. 

Retailers are tying in to the Desco 
national advertising by running ads in 
their local newspapers. Saks-34th 
Street, in New York, Hecht’s in Wash- 
ington, The Fair in Chicago and others 
are planning to enlarge their activities 
along these lines for Fall. 
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More Frequent Insertions 
For Douglas 


The W. L. Douglas Shoe Company, 
Brockton, Massachusetts, will spear- 
head its national advertising in Col- 
lier’s, Sport, American Legion and 
Boys’ Life during the Fall of 1948, it 
was announced recently. 

In order to make certain in these 
highly competitive days that the public 
sees the Douglas advertising message, 
the ads will appear far more frequently 
during the heavy buying season than 
they have in the past. 

Window displays for both the whole- 
sale division and the retail stores are 
being prepared, as well as other display 
materials, such as neon signs, counter 
cards, ete. 

With competition keener than ever, 
the Douglas Shoe Company has a well- 
rounded, advertising and sales cam- 
paign, geared to be of benefit to both 
the wholesale and the retail store divi- 
sions. 


‘*Mini’’ Cards 
Feature Drew Promotion 


The Irving Drew program for Fall 
will be highlighted by continued, con- 
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This shows how a men’s shoe depart- 
ment head uses his resource’s name fo lend 
appeal to his advertising. 


sistent national advertising in Vogue 
and Ladies’ Home Journal, properly 
timed, and backed up with fresh new 
creative tie-in promotional material. 

Both the Drew and the Hiss lines 
are placing special emphasis on coop- 
erative newspaper advertising, and an 
advertising broadside outlines the new- 
est of ideas in prepared mats, featur- 
ing “style and comfort shoes.” 

New display pieces are backed with 
a new series of original “mini” cards. 
These cards are done in contrasting 
colors and provide a series of carica- 
tures on small cards that can be used 
in actually trimming windows rather 
than providing only background mate- 
rial. The new “mini” cards this season 
will feature a “take off” on standard 
caricatures. 


Increased Program for 
Enna Jettick 


An increased advertising program on 
Enna Jettick shoes is planned for Fall 
1948 by Dunn and McCarthy, Inc. One 
or two national magazines have been 
added to the schedule and the retail 
sales personnel training program has 
been increased by twenty per cent. Also 
a few things in the way of dealer helps 
have been added, some of which are fur- 
nished free and some of which are on a 
cooperative basis. A newspaper pro- 
gram for Fall is being considered. 


Endicott-Johnson Launches 
Vigorous Campaign 


Endicott-Johnson Corporation will 
launch a vigorous new national adver- 
tising campaign this Fall on its John- 
sonian and Johnsonian, Jr. lines of 
men’s and boys’ dress shoes. Both of 
these lines now feature newly designed 
trademarks, labels and cartons. Com- 
mencing in August, color ads in Life, 
Esquire, The Country Gentleman, and 
Pathfinder will spearhead a consumer 
advertising program designed to build 
public reputation and brand identity 
for Johnsonian footwear. 

A full program of free dealer helps 
to merchandise effectively the national 
advertising is planned. These include 
display cards, “as advertised in” cards, 
self-mailing material imprinted with 
the dealer’s name, mat service contain- 
ing complete dealer tie-in ads and in- 
dividual shoe mats and radio spot an- 
nouncements. A complete selection of 
window trims and display material 
keyed to the national ads will also be 
available. 
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Shoe Promotion Plans for Fall 


Evans Magazine Campaign 
Backed by Dealer Helps 


L. B. Evans’ Sons Company, of 
Wakefield, Mass., is planning to show 
Evans Slippers during the Fall months 
in Saturday Evening Post, Life, Es- 
quire and the American Magazine. The 
campaign will comprise all stock styles 
that will be ready for immediate de- 
livery. 

These advertisements will be backed 
up by such dealer helps as newspaper 
mats, window displays, counter signs 
and other helpful media all geared for 
heavy Christmas sales. 

In both Life and Esquire Evans will 
run half-pages in two colors and will 
have double insertions in the Saturday 
Evening Post comprising quarter- 
pages. A Christmas advertisement in 
the American Magazine consisting of 
a third-page will appear early in 
December. 


Freeman Dealers to 
Receive Ad ‘‘Tool Kit’’ 


For the 35th consecutive season, 
Freeman national advertising will 
spearhead the promotion of Freeman 
shoes for Fall and Winter 1948-9. 

More ad insertions in The Saturday 
Evening Post, Collier’s, and Esquire 
will feature outstanding styles in all 
lines. d 

Dealers will receive the most com- 
plete local advertising “tool kit” pre- 
pared toedate. It will contain news- 
paper. ad mats, billboard posters, di- 
rect mail material, window cards, price 
tickets, neon signs, custom background 
panels, supplies, fixtures and furniture. 

A new illuminated displayer in en- 
graved, colored lucite will spotlight 
the exclusive Freeman Cradle Heel 
design. 

New styles developed during the sea- 
son will be presented in BooT AND SHGE 
RECORDER. 


French, Shriner & Urner to Use 
Newspapers and Magazines 


French, Shriner & Urner promotional 
plans for this Fall and Winter include 
the continued use of space in Nevws- 
week, Esquire and newspapers in the 
leading cities across the country. 

This national advertising will be sup- 
plemented by space in BooT AND SHOE 
RECORDER, Footwear News, Men’s Wear 
and Apparel Arts to keep dealers closely 
informed of current developments at 
the factory. 

Of special interest to retailers is the 
comprehensive dealer-cooperation plan 
offered them by the company. This in- 
cludes all phases of local promotion 
such as complete newspaper mats, fold- 
ers, window displays, playing cards, 
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match books, gift certificates, miniature 
plastic shoes, etc. 

In addition to their regular “extra 
quality” men’s shoes, French, Shriner & 
Urner will feature this Fall and Winter 
a new line of hand-sewn models pro- 
duced at the factory under the direction 
of Bruce Currie and staff who is well 
known to the trade for fine hand-crafted 
men’s shoes. 


—_———_ 


General Shoe Corporation 
Jarman Shoes for Men 


National advertising of Jarman 
shoes for men for Fall will include: 
Ten full-page, four-color advertise- 
ments—three pages in Life, four pages 
in The Saturday Evening Post, three 
pages in Esquire. Six style promotions 
will be featured in the ten ads: “Leath- 
ernecks,” “Grainadiers,” “Bold Soles,” 
“Royal Burgandy,” Hand-Sewn “Moc- 
Sans,” and “Million-Aires.” Theme of 
all ads: “Look Smarter—Feel Better. 
Why more men choose Jarman shoes 
every season.” Campaign starts Aug- 
ust 23 and runs through December 4. 

Dealer Aids: Frosted oak frame 
with fluorescent light including five 
new panels to fit frame; deluxe “foot- 
ball” display and two special deluxe 
window panels which fit into standard 
size frame. Numerous other dealer 
helps. 

Direct mail will consist of one color- 
ful insert folder which ties in with na- 
tional ad theme, and three postcards. 
Also dealers will receive mat book of 
dealer newspaper advertisements and 





Start your children in JUNIOR 
Selby ARCH PRESERVER 
shoes—and they'll thank you 
for strong, straight feet 
Famous, scientific, built-in 
features make these stur- 

dy, pliable leather shoes 

a major step in the 


tight dir ction. 
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One of a number of ads featuring their 
new Junior Arch Preserver line, offered by 
Selby Shoe Company to their customers. 


radio spot announcement; 60-page cata- 
log featuring shoe styles for Fall. Com- 
plete assortment of window cards and 
price tickets. 

Six pages of advertising will appear 
in BooT AND SHOE RECORDER, six double 
spreads in Men’s Wear, six pages in 
Footwear News, three pages in Coast 
Shoe Reporter. 


Edgewood Shoe Company 


Continuing its policy of national ad- 
vertising in leading fashion magazines, 
Edgewood Shoe Company, Nashville, 
Tennessee, is running full-page, full- 
color ads featuring their Friendly 
“Sports” line in Seventeen, popular 
teen-age fashion authority. 

The trade will be informed of new 
styles through a series of ads appear- 
ing in BooT AND SHOE RECORDER, Wo- 
men’s Wear Daily and Footwear News. 
New, revised dealers’ advertising port- 
folio will be sent to all dealers, show- 
ing national magazine ads, with dealer 
tie-in advertisements in two sizes, as 
well as advertisements featuring speci- 
fic styles or for general promotion of 
the line, logotypes and individual shoe 
euts for their local use. Compact 
counter displays will be available to 
dealers, along with attractive school- 
book covers for local distribution. 


Fortune Shoes for Men 


National advertising of Fortune 
shoes for men will include seven full- 
page, four-color advertisements—four 
pages in Collier’s, three pages in Pic. 
Four style promotions will be featured 
in the seven ads: “Fortune-Aire,” 
“Black Cherry,” “Nuggets,” and “Mox- 
fords.” Campaign runs from August 28 
to November 27. 

Trade publications. Six pages in 
BooT AND SHOE RECORDER, six pages 
in Footwear News, three pages in 
Coast Shoe Reporter. 

Dealer Aids. Four full color promo- 
tion window panels with hand-painted 
moulded figures to fit blond mahogany 
frame and tie in with current cam- 
paign, plus a three-dimensional Christ- 
mas window panel. Two deluxe For- 
tune identification signs and a special 
“Fortune-Aire” displayer designed to 
display two pairs of shoes and feature 
their cushion insole. 

Direct mail consists of four-page 
color folder which ties in with the na- 
tional ad theme, “You pay less for 
Fortunes . . . and you get America’s 
top styling!” Also dealers will receive 
a Fall shoe catalog; a mat catalog of 
dealer newspaper advertisements, and 
a complete assortment of window cards 
and price tickets. 
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IN ONCO* PLUMPER STOCK 


Add color versatility to the virtues of ONCO Plum- 
per! With a choice of white, buff or black, you can 
blend or match it to the various shades of uppers for 
smart perforations and cut-outs, for any exposed 


edges. 


Remember, too, that ONCO Plumper has that extra 
strength and pliability . . . that dependable uni- 
formity . . . you need for reinforcing uppers and 
sock linings. You'll find ONCO Plumper particularly 


adaptable for shoes of slip-lasted construction. 


ONCO SOCK BASE 


NOTE TO PROCESSORS AND FINISHERS OF SOCK LININGS: 


for strength, pliability and fine surface texture, be sure to specify 
ONCO! Available in a variety of caliper thicknesses. 


Sock Linings made with ONCO sock base will not tear 
if lifted from the finished shoe, because of its exceptional strength. 


INSIST ON ONCO! 
Brown Company, 500 Fifth Avenue, New York City, N. Y. 


Oe EXIBILITY 
Sa oT TD pLext ONCO INSOLES—ONCO BASE for Sock Linings and Heel Pads— ONCO PLUMPER 
comrorT 9 I/ 


STOCK for backing and reinforcement purposes—are products of Brown Company. 


no, 


ONE-COMPANY CONTROL FROM RAW MATERIAL TO FINISHED PRODUCT 











W088 THE TRIMFO0 WAN HERE ? 


Women who know look for the Trimfoot Man 
when they shop for shoes. That’s why being the 
Trimfoot man in your store will mean extra sales 
and profits for you... the year ’round. Trimfoot 
pays liberal P.M.’s...and you'll find Trimfoot 
appliances sell easily ... because they offer quick 
relief from ‘‘high heel strain’’ — yet fit unseen 
into the daintiest shoe. 


Write to Trimfoot today —let the Trimfoot Man 
from Farmington show you how to start making 


more profits . . . now! 


APPLIANCE PRODUCTS DIVISION 


| Zinjot OY FY 


Trimfoot Company ¢ Trimfoot Terrace* Farmington, Mo. 











New Shoe Store Has Ultra- 
Wiodern Visual Front 


BROOKLYN, N. Y.—An ultra-modern 
visual store front will make its appear- 
ance at 969 Flatbush Avenue, here, 
sometime in July, when Walk-Rite Ju- 
venile Shoes opens. 

The front wall of glass and Herculite 
doors offer an unobstructed view of an 
interesting interior sales area, while 
striking show windows that flank the 
deep entrance hold well-lighted displays. 
The eye-level window at the left, re- 
cessed in a terrazzo wall, will be used 
for promotional display of shoes. 
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The shop achieves drama and distinc- 
tion through the bold treatment of an 
attractive neon sign for identification 
and by splaying the walls at the build- 
ing line. Viewed from the street the 
shop looks fundamentally like an illu- 
minated display case. The glass line is 
well back from the street minimizing 
disturbing reflections, an arrangement 
augmented by intensified interior light- 
ing which serves the same purpose. 

Organization of the store interior is 
extremely simple—sales area with ac- 
commodation for 39 seats, reserve stock 
used as wall decoration and identifica- 
tion at the left, and cleverly designed 


recessed wall display units on the right 
and rear walls. A stockroom in back of 
sales area will hold 9,500 pairs of 
shoes, Air-conditioning for customer 
comfort is provided. A novel arrange- 
ment of stacking the shoe boxes at a 
slight pitch from the wall with a con- 
tinuous mirrored shelf display above 
completes the interior. Store front walls 
are dark green terrazzo, vestibule and 
sales area ceiling is plaster painted 
burnt orange. Interior woodwork is 
pickled oak. Floor covering is taupe 
color carpet. Plastic covering for seat- 
ing is beige color python skin for the 
settees in center of floor and sea green 
color for arm chairs at the right wall. 

The store was designed by Ben L. 
Rose. 


Canadian Consumers Shown 
How Shoes Are Made 


MONTREAL, CAN.—The Shoe Man- 
ufacturers Association of Canada, not- 
ing that consumers had complained 
about children’s shoes to the House of 
Commons Prices Committee, decided to 
show consumers how shoes are made. 
Before an audience of 300 women in 
the Chateau Laurier at Ottawa, the 
association presented a two-part pro- 
gram, dealing first with shoemaking 
materials, then with shoes. The meet- 
ing opened with the screening of a 
20-minute film on tanning titled “The 
Story of Leather,” accompanied by 
leather displays. Then H. S. Bond, 
technical adviser to the shoe associa- 
tion, explained in laymen’s terms the 
operations of shoe manufacture from 
pattern cutting to finishing. For the 
purpose of demonstration, Mr. Bond 
had mounted on leather panels the cut- 
out parts of a size 96 shoe in black 
patent. Using dressmaking as his anal- 
ogy, he described how these parts were 
put together. 

He picked a low-priced children’s 
shoe retailing in small sizes for around 
$1.98 and made by the simplest process 
of those currently used in Canadian 
shoe factories. He pointed out that 
even this shoe had two leather soles. 
He also stressed the fact that it in- 
volved 25 parts, making 50 parts for 
a pair and requiring 90 operations for 
assembly. 

At the conclusion of the demonstra- 
tion, the meeting was thrown open to 
questions. 


Melville Reports Increase 


In May Sales 


NEW YORK — Melville Shoe Cor- 
poration recently reported retail sales 
for the four weeks ending May 29 of 
$6,347,853, compared with sales of $5,- 
984,346 for the comparable period in 
1947, an increase of 6.1 per cent. Sales 
for the first five months of 1948 were 
$28,180,031, compared with sales of 
$26,913,741 for the same period last 
year, an increase of 4.7 per cent. 
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LOS ANGELES BUSINESS 
REPORTED HEALTHY 


REPORTING business to be healthy 
and expecting this to continue into 
Fall, Los Angeles retailers are con- 
vinced that three equally important 
factors are selling points today: 
price, practicability, and pattern. 
One retailer felt that the majority 
of women have accepted the abrupt 
change in shoe fashions, although 
most of them prefer the less extreme 
style. However, several were of the 
opinion that women still like the 
comfort of the %4-inch platform, 
some refusing to relinquish plat- 
form comfort for style. 

V-throat patterns with closed toes 
and heels, high-backed styles with 
ankle straps, and opera pumps are 
gaining momentum gradually. The 
low shell pattern is only fair, with 
one retailer saying that some women 
find it uncomfortable. Casuals are 
expected to be very good for Fall, 
especially in wedge types. Most re- 
tailers agree that black satin will 
be fair for Fall, although they do 
not expect too much volume from 
velvet or faille. And although the 
brocaded shoes are beautiful, the 
average woman cannot afford to pay 
the high prices these shoes com- 
mand. 

Even though gold is still in de- 
mand and constitutes a_ large 
amount of casual footwear business, 
retailers feel that it is on the wane 
for Fall selling. There has been an 
overwhelming response to suede 
shoes, with black, dark gray, green, 
and brown the leading colors. Brown 
alligator is expected to be big news, 
especially since the new slim line 
is stressed in women’s fashions for 
Fall. 

With men’s footwear coming in 
for-a slight change, too, men’s shoe 
stores have noticed a slight increase 
in buying. Department store sales 
in the men’s shoe departments 
jumped during the week of Father's 
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Day, although regular shoe stores 
did not enjoy the same amount of 
activity, with department stores re- 
porting the selling of slippers, loaf- 
ers, and casual shoes. This, of 
course, stimulated sales of footwear. 
Brown headed the list. with most 
operators finding an unusually 
heavy acceptance of heavy shoes. 
One retailer felt that too much em- 
phasis was placed on heavy-type 
shoes and that this slowed up the 
unit sale, as the heavier shoe is noted 
for long wear. 

Sales seem to be spread all over 
the board, with no particular style 
trend constituting the major part 
of the volume. Colored suedes are 
only fair, with most retailers con- 
tending that these are luxury items. 
Dark browns and oxblood are com- 
ing in for a good amount of play 
which is expected to increase for 
Fall. Scotch grain leathers are also 
expected to be extremely good, with 
crepe soles coming into the picture 
for comfort and leisure wear. Loaf- 
ers continue to sell over the side 








““Sea-Cool Navy,’ said Thomson, Bo- 
land, Lee in Atlanta, Ga., offering Sum- 
mer suedes with matching handbags. 


buckle or extreme patterns in casual 
footwear. Wing tips should retain 
their popularity into Fall as should 
heavy brogues and quarter brogues 
in brown shades. 


* * + 


SALES HOLD UP 

IN SAN FRANCISCO 
SHOE merchants in the San Fran- 
cisco area have been agreeably sur- 
prised at the way sales held up dur- 
ing May and June. Most of them 
had anticipated a drop from last 
year’s good records, but instead of 
a decline, some of them experienced 
an actual increase in sales volume. 
Others report that business is run- 
ning just about the same as last 
year, and only a few are showing a 
decline. 

Purchases by students graduating 
from high schools and universities 
have been unusually good with most 
of them wanting the better grade 
footwear. There has been a little 
resistance to the high prices, but 
this has been of a minor nature with 
most buyers showing more interest 
in the quality and appearance fea- 
tures. 


Gold shoes are continuing to have 
an amazing run and in some areas 
have assumed the proportions of a 
fad among high school and college 
students as well as in some adult 
circles. 


There is a good demand for Sum- 
mer and vacation footwear of all 
types, and many merchants are fea- 
turing comfort types of shoes for 
women in both their advertising and 
window displays. 

In dress shoes the black suede 
numbers continue to lead in popu- 
larity with a good demand for both 
pumps and platforms. 

Merchants are watching their 
stocks carefully and keeping their 
inventories down to a reasonable 
level. Whenever volume is slow in 
any section, cut price sales are im- 
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mediately resorted to. 

Sommer & Kaufmann held a mid- 
June sale of men’s shoes making 
reductions of approximately one- 
third in the price of many of their 
standard lines. Frank Werner’s held 
their semi-annual sale of their bet- 
ter quality women’s shoes in the $15 
to $25 sales brackets, with price 
cuts of thirty to forty per cent. Sev- 
eral other leading shoe merchants 
held similar sales. 





CASUALS LEAD IN 
CHICAGO STORES 


CASUALS continue to dominate re- 
tail shoe sales in the Chicago area. 
Although cool and rainy weather 
retarded white sales, casuals con- 
tinue to boom. This has been true 
in all types of store from the lower 
end on up through the salons and 
higher price sections in department 
stores. Although all prices in casu- 
als are selling, the volume is being 
done in the $5 to $7.95 group for 
the medium range. a good share of 
sales in the $8.95 to $10.95 for the 
better stores, and very heavy sales 
in $1.95 to $3.95 in the chains and 
bargain basement groups. 

Consumer price resistance is held 
the chief reason for the heavy casu- 
al business. Retailers find that wo- 
men are averse to paying higher 
prices for Summer shoes which they 
can wear only for a short period of 
time. They report regular stock shoe 
sales are off from 10 to 15 per cent 
from a year ago. White sales begin- 
ning July 15 are expected to help 
clear shelves this month. 

A prelude to Fall selling began 
in mid-June with early promotions 
and good sales of black and other 
dark colors. Chicago is traditionally 
a good dark shoe town in Summer, 
and all-black costume coordinations 


are being stressed all along State 








Combination of cool mesh and elegant 
suede was offered Dallas customers in 
this ad by A. Harris Co. 





Street. Mandel Brothers has been 
devoting its main fashion windows 
to showing of black dresses and 
suits with all black accessories, in- 
cluding shoes, referred to as “Lamp 
Black-Cool shadows on Summer’s 
bright horizons.” 

“Fashion Prelude — First in a 
New Series” was the title given by 
O’Connor & Goldberg in an ad of 
black and brown suede pumps. 
Chas. A. Stevens & Co. has been 
featuring black suedes in a variety 
of styles as “deep black shadows 
cooling city streets.” Joseph Salon 
Shoes is suggesting midnight blue 
suede in mesh, described as “dark 
blue shadows of a Summer night.” 
Marshall Field & Company in dis- 
play cases in its fifth floor shoe de- 
partment is stressing “Avacado — 
Fall shade to wear all Summer.” 

= * * 

NEW YORK BUSINESS 

ONLY FAIR 
RETAIL shoe business has been 
fair during the past few weeks, ac- 
cording ‘o a number of shoe mer- 
chants in the New York area. Con- 
tinued bad weather and price re- 
sistance are reasons quoted for this 
slow business. Where shoe sales 
have been run, response has been 
very favorable, buyers agree. One 
high quality shoe department re- 
ported “standing room only” while 
another stated that long lines ex- 


tending down the street were form- 
ed by customers who were anxiously 
awaiting their turn to be fitted. One 
merchant states that newer, fresher 
styles are needed to increase busi- 
ness. and stimulate normal buying 
on the part of the consumer. 

Number one seller continues to 
be the black suede classic opera 
pump on a wide range of heel 
heights with round, shell and V- 
throatlines. Plain pumps with newer- 
looking tapered toes and modified 
louis heels on medium and high 
keels are selling well in several 
shoe departments. Still in demand 
are sling pumps with flat bow treat- 
ments or plain vamps as well as 
ankle straps on a 3 or 5¢-inch 
platform in a variety of vamp treat- 
ments. One shoe merchant reports 
continued acceptance of black suede 
pumps with gold trimming on 17/8 
heels. Many varieties of straps, in- 
cluding instep, crossed and asym- 
metric, continue to be popular sell- 
ers, especially on medium heel 
heights. 

After black, navy blue and brown 





suede lead in sales, buyers agree. 
Some interest in balenciaga and 
gray suede is noted, while calf sells 
best in black and brown. Little de- 
mand has been found for green and 
red calf shoes. 

Brown and white classic spectator 
pumps on built-up medium heels 
are top sellers, while open toe 
slings and wall toes with open 
backs are runners-up. Some action 
in all-over white ankle strap types 
with a 3¢-inch platform on a medi- 
um heel is noted. White linen is 
selling in plain pumps with a taper- 
ed toe and regular or modified louis 
heels, as well as in sling pumps and 
ankle strap patterns. In dressy 
types, white suede with gold trim- 
ming is selling well. 
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NEXT FAVORITE OF THE TEEN-AGE SET 
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1-buckle with roll edge sole 
designed to fit 
girls’ wide sport oxfords. 


An exclusive LaCrosse “First.” 
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Meteo de Meledl rade 


Early sales ow evening sandals in 
all-over gold with or without a 
platform, and shell pumps in all- 
over gold are reported by one quali- 
ty shoe merchant. White satin to be 
dyed is selling in opened-up pat- 
terns as well as in plain pumps on 
high heels. Black satin and bronze 
kid sling pumps, closed opera 
pumps and ankle straps are attract- 
ing “extra business.” In these types 
of shoes, matching handbags in 
smaller, dressier types are in de- 
mand. 





Casual and play shoe sales are 
brisk, according to several mer- 
chants. Opened-up types, sandals on 
low-wedge heels as well as ghillie 
patterns in suede are good sellers. 
Raffa and cork-soled shoes with 
matching handbags in raffia and 
straw are popular. 

In men’s departments crepe and 
rubber-soled shoes continue in de- 
mand with increased sales noted in 
woven vamp oxford and moccasin 
types. Brown is the leading color. 


* = = 


WHITES IN DEMAND 

IN ST. LOUIS 
CASUAL shoes continue to be the 
number one attraction for St. Louis 
women, a spot-check of buyers in 
the downtown area reveals, with de- 
mand for color apparently centered 
on variety more than any single 
shade or combination. Whites are in 
strong demand as are other solid 
colors and those types featuring 
combinations of shades and colors. 
One buyer reported a good response 
to closed shoes made up in plain 
white linen for dyeing, though this 
demand does not appear to be gen- 
eral. A shoe whose demand does 
appear to be pretty general is the 
platform sling pump in dress-up 
patterns. 


Although the normal Summer 
heat, usually characteristic of St. 
Louis from early June forward, had 
not materialized even by late June, 
with a resultant retardaticn of store 
traffic, most buyers admit they have 
done to date and expect to continue 
to do a good business, compared 
with normal standards. Normal 
standards, they explain, are based 
on the prewar level of sales, which 
when compared with current vol- 
ume, makes the 1948 Summer sell- 
ing season one in which there is no 
justification for complaint. 

In contrast to the war years, they 
point out, “hustle” is much more a 
necessity now than then. But en- 
couraging to them is the fact that 
the consumer response to “hustle,” 
that is, to the greater selling efforts 
on the part of floor salesmen and 
special promotions is good. A re- 
cent example of a special promo- 
tion which is fairly typical of the 
season when “right merchandise” 
and “right price” are teamed up 
was the promotion of a junior casu- 
al line by Boyd’s. Newspaper adver- 
tising and interior and window dis- 
plays were used simultaneously to 
create a demand which resulted in 
a virtual sell-out. 


= = . = 


SUMMER SHOES PROMOTED 
IN TWIN CITIES 


Minneapolis. 
MINNEAPOLIS shoe retailers 


continue to promote heavily 








t 


I.Miller 








Black calfskin in soft and dressy pat- 
terns was the feature of this recent ad 
by the |. Miller store in Baltimore. 


through newspaper advertisement 
and rapidly changing windows. 
The wide variety of color and 
style keeps promotions dramatic 
and offers opportunity to concen- 
trate on selling shoe wardrobes. 

A number of merchants report 
that with interest in Summer shoes 
good, there has been a return to 
buying more pairs to fill out ward- 
robes. Strictly Summer shoes have 
moved well. Whites have been ex- 
cellent. With vacations in progress, 
colorful play shoes are in demand, 
and they have been given heavy 
emphasis in both window and in- 
store displays. Gold, slow in getting 
started in this area, has moved into 
high place, in low and high hee! 
styles, wedgies, one and two strap 
styles, for street and uffice as well 
as for evening. These shoes are 
favorites with cottons. 

Linens have also caught on, in 
whites and pastel shades to accent 
Summer costumes. Favorites in 
this fabric are ankle straps. White 
doeskins are also selling well. 





Walk-Over featured a group of 
white pigskin models with medicm 
heels in all-white, also in white 
with red or green alligator trim 
and in white with trim of brown 
or black lizard. 

Chandler’s presented black mesh 
with suede trim for present and 
Fall wear in anklet and in midway 
heel pumps with matching suede 
and mesh handbags. 

Packard’s featured a group of 
suit shoes in calfskin in white, 
black or brown, suitable for Fall 
wear. 

John W. Thomas & Co. showed 
classic pumps, closed in both heel 
and toe with medium high heel on 
simple lines. 

Several stores announced clear- 
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The best hunting boot now has 
Gro-Cords KING B sole and heel 


This hunting boot is built for tough wear and real 
comfort from the tip-top to the King ‘B’ soles 
and heels on the bottom. 


This is one of the finest Gro-Cord* soles and heels 
ever made. It is a proud combination. The center 
section of both the sole and heel is of exclusive 
CORD-ON-END construction. The outside, of non- 


We will gladly furnish a list of - marking composition, finishes smooth to add 
ne eemnterturers using Ste extra style. Outside is red or brown to contrast 
CE ER smartly with the non-marking black center 
*Trade Marks Reg. U. S. Pat. Off., G-C R. Co. panel. 


The sole has 1/s’’ lugs, but it’s the cords on end 
that make it non-slip to give hunters safer foot- 
ing. If you have a call for birdshooter boots, 
write for scource of this one. 


GRO-CORD RUBBER CO., LIMA, OHIO 
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RECORDER SURVEY OF CURRENT CONDITIONS IN SHOEMAKING CENTERS 


Mampacturig nd Mertels 


Chicago 


WITH shoe buying, particularly from department 
stores, continuing at a limited and cautious rate, shoe 
manufacturers and wholesalers in the Chicago area are 
finding their position increasingly difficult. As one 
spokesman put it, “Shoes are getting harder to sell, 
but they are also getting harder to make.” 

Local manufacturers, the smaller factories in par- 
ticular, are currently faced with a demand for a wage 
hike on one hand and a determined price resistance on 
the other. The local union is insisting on a 15 cent 
an hour increase and a strike is not impossible. 

Manufacturers continue to be concerned with the 
position they face in regard to department store buy- 
ing. They report that their smaller accounts are con- 
tinuing to re-order at a relatively good rate, but that 
buyers for department stores and some of the larger 
shoe stores in urban areas are buying very sparingly. 
Any manufacturer or wholesaler handling casuals has 
been in an excellent position this selling season and 
in some cases unable to fill all re-orders. Casual business 
is the best it has ever been in this area, but regular 
stock departments have suffered as a consequence. The 
slow white business, due partly to weather and partly 
to price resistance, has been somewhat of a blow to 
the recently re-established in-stock departments. Some 
representatives expect the period of caution to end about 
August 1, when they believe buying will open up. The 
fact that most stores are planning to hold their 
clearance sales around the middle of July is expected 
to help clear up inventories to a considerable degree. 

The same situation is not expected to extend into 
Fall, and many sources are already getting good orders 
for early black suedes and other dark shoes which 
are expected to start selling at the retail source as soon 
as they are delivered. Blacks are expected to sell in 
about normal demand this Fall, with possibly an in- 
creased interest in the new variations of brown. Early 
acceptance of new shades of green in some of the high- 
est style quarters makes this an important accessory 
shoe color. 

A bright note on the general market picture comes 
from a recent report of the Chicago Association of 
Commerce and Industry. Comparing Chicago’s situa- 
tion with the national figure in retail sales, Leverett 
S. Lyon, chief executive officer, stated that Chicago’s 
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retail sales in 1948 may reach $3,900,000,000, or an 
increase of approximately 6.4 per cent over last year’s 
figure. Whether these figures will be attained, the re- 
port stated, depends on whether our 1948 national in- 
come for the balance of this year continues at its current 
rate of 215 billion dollars and whether the nation’s and 
Chicago’s retail sales in dollars maintain approximately 
the same average relationship to national income that 
they maintained in the peacetime years since 1929. 
Over the period covered in the association’s study, re- 
tail sales averaged 58.3 per cent as great as national 
income in peacetime years. The variation, excepting 
the war years with their scarcities and rationing was 
generally less than 2 per cent, 


St. Louis 


DISCUSSIONS with manufacturers relating to the future 
of the shoe business bring out such phrases as, “We're 
moving into a new norm on prices to which we haven’t 
had time to acclimate ourselves.” “Early Fall business 
is good; our primary concern at the moment is late 
Fall business, with a delivery date for September and 
October,” and, “We’re returning to a seasonal opera- 
tion similar to 39, °40 and °41, although probably not 
as drastic or defined as in that period.” 

Reasoning behind the belief that we have reached 
a “new norm for prices” stems from a feeling that 
inflationary factors are not only due to stay with us 
for awhile, but that additional ones coming into the 
picture will tend to keep prices at current levels or 
possibly raise them still higher in the months to come. 
While shoe prices probably will remain where they 
are for several months, producers point out, the build- 
ing up of the Armed Forces and the dollar assistance 
to Europe, they maintain, will have direct inflationary 
action on all domestic commodities. 

While a number of manufacturers here have obtained 
a highly encouraging reaction from retailers for early 
Fall shoes (namely a greater volume of orders than 
they had anticipated) they are very much in the dark 
about their volume for September and October. In 
contrast to this time last year, bookings for September 
are notably behind. Part of this is due, of course, to 
the fact that some producers sent their salesmen on 
the road with instructions to concentrate only on early 


Fall shoes. 
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Frozen In lce — But Celastic Stands The Test 
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> Here’s a shoe with a Celastic box toe that was imbedded 
SS in a cake of ice for 64 hours. When it was removed the toe 
still maintained its lasted contours . . . further evidence of 
the support and durability which Celastic gives the toe of the 


shoe in wear. 


MATCHED PAIRS... trim on the foot — true to the last 


BOX tees 


Uniteo SHOE MACHINERY CoRPORATION - BOSTON, MASSACHUSETTS 





CELASTIC” is a registered trade-mark of the Celastic Corporation 








Shoe Promotion Plans for Fall 


Cadillac Shoes for Men 


Cadillac shoes for men, nationally 
advertised for the first time this Spring, 
will be back this Fall with six more ad- 
vertisements: Three half-page bleed 
ads in Look, and three quarter-pages 
in Esquire. The campaign runs from 
August through October. Three style 
promotions will be featured in the ads 
—“Clickers,” “Cordovant” and “Cus- 
tom Cushion.” 

Cadillac’s display package includes 
three colorful three-dimensional panels 
with wood cut-out letters, a permanent 
displayer designed to display six pairs 
of shoes and a colorful fluorescent sign 
for counter and window. 

Dealers will be supplied with news- 
paper advertising mats, window cards, 
price tickets and a Fall shoe catalog. 


Cedar-Crest Service Shoes 


Advertising for the Cedar-Crest 
Shoe Company’s line of service shoes 
for Fall will include six-half-page ad- 
vertisements—three in Southern Agri- 
culturist and three in Farm and Ranch. 
Three promotions will be featured— 
“Cork-Spring” cushion insole; “Mould- 
ed Back,” and “Genuine Horsehide.” 
The campaign runs from September 
through November. 

Dealer Aids. Giant posters, window 
streamers, identification signs, special 
Cedar-Crest wrapping paper, Cedar- 
Crest buttons, permanent cedar wood 
display, mounted national ad reprints, 
price tickets and newspaper mats are 
all included along with various other 
items for aiding the dealer. 


Acrobat Shoe Company Division 


Marking a “first” in shoe history, 
Acrobat Shoe Company, division of 
General Shoe Corporation, Nashville, 
has announced that it has signed movie 
actress Joan Bennett to star with her 
two daughters in Acrobat’s Fall ad- 
vertising campaign. 

Another departure for a children’s 
shoe manufa:turer, Acrobat’s ad in the 
February 15 issue of Vogue, resulted in 
a record amount of dealer tie-in adver- 
tising, according to Burton Huffman, 
sales manager for the company. Conse- 
quently, the first ad of the Joan Bennett 
campaign will appear in Vogue (Aug- 
ust 1, full-page, four colors). Parents’ 
Magazine, September and October is- 
sues also will carry full-page, four 
color advertising as part of the cam- 
paign. In addition, leading metropoli- 
tan newspapers are scheduled for the 
ads. 

As part of the “Famous Movie-Star 
Mothers Choose Acrobat” campaign, a 
full dealer aid program has been pre- 
pared, including full color display ma- 
terials and tie-in advertising mats. 
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Mr. Huffman also stated that a new 
book in the Tumblin’ Tim library series 
is ready for distribution. (Tumblin’ Tim 
is Acrobat Shoe Company’s animated 
trademark.) Three volumes, each deal- 
ing with a new phase in Tumblin’ Tim’s 
adventures, already have been published 
by the company. 


Bellwood Shoe Company 


Bellwood Shoe Company’s Valentines 
(Footwear You Love) will be backed 
this Fall by an extensive magazine 
campaign including full-page, four- 
color advertising in Vogue, according 
to John Gifford, sales manager of the 
women’s and children’s division of Gen- 
eral Shoe Corporation, Nashville. 

Ads in the August 1 and September 
1 Vogue will follow the theme “Step 
up Your Looks and Your Life,” Mr. 
Gifford stated. Display and mat service 
on the same theme also have been pre- 
pared for Valentines dealers. 

Promotion and advertising spotlights 
Valentines as a complete, all-encompas- 
sing line with the famous Levelast con- 
struction developed to give toe room in 
the high fashion shoes. Complete styl- 
ing in the Valentines line includes med- 
ium and low wedges, flats, cubans, clas- 
sic walking shoes and ties, high clas- 
sics, and treated patterns, spikes, wrap- 
arounds, ankle straps, various width 
platforms and new heel designs. 


Storybook Shoes 


“Adventures in Storybook Land,” 
radio program backing Storybook 
shoes, product of General Shoe Cor- 
poration, Nashville, returns to the air 
October 2 over a record number of sta- 
tions, Gray Simpson, Storybook sales 
manager, has announced. 

The program, which recounts the ad- 
ventures of Cappy and Kate for tots 
through pre-teens, is a tailored show— 
keyed to local markets. Arranged so 
that station breaks give the names and 
addresses of local Storybook shoe 
dealers, the show has a Saturday morn- 
ing broadcast time in Storybook mar- 
kets. 

Mr. Simpson also announced that 
Storybook’s Little Gents shoes will be 
billed for Fall as the “Young Adven- 
turers” line and with each pair of 
shoes will come a gold good-luck piece 
for youthful trinket collectors. 


Fortunet Shoe Company 


Plans for an elaborate campaign to 
back Fortunet wedgies, flats and cu- 
bans for Fall were revealed this week 
by Charles Guthrie, sales manager for 
Fortunet Shoe Company, division of 
General Shoe Corporation, Nashville. 

Keyed as “Footwear for Going 
Gayly,” full-page, four color Fortunei 
ads are scheduled for Vogue, beginning 


August 1, according to Mr. Guthrie. II- 
lustrations for the ads are etching- 
type backgrounds showing Fortunet- 
wearing women engaged in various 
social activities. Magazine advertising 
will be augmented by a substantial 
newspaper campaign, as well as dealer 
mats and a lineup of display materials. 
Variety—in styles, colors, and leath- 
ers—is a feature of the line for Fall, 
part of the manufacturer’s aim to en- 
hance Fortunet’s special appeal as a 
decorative costume accessory. 


“Twenty-Ones” 


“Twenty-Ones,”’ General Shoe Cor- 
poration’s fashion line of women’s 
shoes, while continuing its present 
schedule of color pages in leading fash- 
ion magazines, is making extensive 
plans for the expansion of its promo- 
tional program on the line. 

The advertising theme, built around 
young-career-women, has been the 
springboard of “Twenty-Ones’” cam- 
paign for the past year. Its success 
leads the organization to continue iden- 
tifying the line with the idea. 

“Twenty-Ones” retailing “from 
$10.95” this season, maintains its em- 
phasis on fashion while holding its 
prices to the minimum at which such a 
line can be sold. 


Skyrider Shoes for Boys 


Skyrider shoes for boys will promote 
the Fall line with another nationwide 
jingle writing contest in which 103 
prizes will be offered. The awards in 
clude: Dejur 8 home movie projectors 
Zenith “Zenette” 3-way portable radios 
and Eastman Duaflex cameras. Color- 
ful displays, cards, entry blanks and 
price tickets will be furnished dealers to 
promote the contest. 





Gilbert Offers 
Dealer Help Service 


The Gilbert Shoe Co., Thiensville, 
Wis., makers .of Kali-sten-iks, will 
again have various folders, birthday 
ecards and blotters available to dealers 
without charge. These are imprinted 
with the dealer’s name and address. 
The firm will also supply window and 
counter signs, price tags and various 
other dealer’s helps. In addition to this 
they have several novelties available 
which will play a large part in the ad- 
vertising program for Fall and Winter. 

Gilbert furnishes complete newspaper 
ad mats and individual shoe mats gratis 
and shares the cost of newspaper ad- 
vertising with their accounts. Advertis- 
ing helps and ad mats are conveniently 
illustrated in the back of the catalogue, 
from which customers can order their 
requirements. 

[TURN TO PAGE 94, PLEASE] 
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QUALITY - COMFORT +- ECONOMY 
” QUALITY: The high quality of Clinic Shoes is the result of rigid controls 
je in selecting materials, in manufacturing methods, in limited styles, steady 
3 production, careful inspection, and skilled shoemaking. Only Clinic Shoes 
n are made in our Clinic factory. 
. 4 
4 COMFORT: Clinic Shoe “comfort” is literally famous among millions of 
id “Young Women in White.” That is why Clinic dealers enjoy such a high 
to Same price—Same terms percentage of repeat-customer-business among nurses, technicians, wait- 
to all accounts. resses, teachers, etc. Each Clinic last is a proven fitter. A pattern is made 
for each size and width; no lasting up or down. This, plus our insistence 
TO RETAIL that Clinic dealers maintain full size runs by frequent reordering, assures 
$7.95 and $8.95 proper fit and hence the comfort required for active feet. Sizes run from 
a AAAA to C — 3% to 12. 
according to leathers. 
e, - 
ll Terms: 5% 15 days. ECONOMY: Clinic prices are kept at the lowest possible levels due to our 
LY strict policy affecting our production methods, our purchases, our sales, 
- our advertising, and our customer relations. No waste is permitted. We 
“ build only a few basic styles on an even flow production schedule. All! 
d shoes are carried in stock. 
1s 
is a . . . . . 
le If interested in Clinic Shoes write us. If franchise is 
* : available will have our salesman call without obligation. 
is 
i THE CLINIC SHOEMAKERS 
. Division of 
y 
e, THE JUVENILE SHOE CORPORATION 
e. OF AMERICA 
“3 SHELL BUILDING 
} #1221 LOCUST STREET - ST. LOUIS 3, MISSOURI 
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Shoe Promotion Plans for Fall 


Daniel Green to Run 
Four-Color Ads 


Daniel Green Co. Fall advertising 
tu the consumer will start in August 
and continue through the remaining 
months of the year. The media used 
will be Mademoiselle, Seventeen, Charm, 
Ladies’ Home Journal, and McCall's. 
All ads will be in four coiors. 

In August the company will par- 
ticularly feature back-to-school styles 
designed for teen-agers and college 
girls. 

Dealers will receive gratis a brochure 
in four colors picturing back-to-school 
velvafelt styles, counter cards repro- 
ducing ads, and Daniel Green signs, 
newspaper mats of individual styles and 
set-up ads. 

Trade advertising will be limited to 
BooT AND SHOE RECORDER. 





Nevelk Company to Use 
Fashion Magazines 


The Fall advertising campaign of the 
Nevelk Company, Division of Hallowell 
Shoe Co., Hallowell, Me., featuring 
Cathy Originals, will include ads to be 
run in Charm, Seventeen, Mademoiselle 
and Vogue. These ads will be run 
during the months of August and 
September. 

Accounts will be furnished with win- 
dow cards and counter cards, also ad- 
vertising mats will incorporate these 
four above-mentioned ads. Cuts will be 
available on all outstanding patterns. 





Color Ads for 
Pine Tree Moccasins 


Pine Tree Moccasins will continue 
their advertising in color pages, and 
supplement this with an adequate va- 
riety of dealer helps including ready- 
to-print newspaper ads, window cards 
and other display material, according 
to Louis Leverone, treasurer of Ham- 
mond Moccasins, Inc., Bangor, Maine. 
The advertising will feature styles well 
adapted to the heavy late Summer and 
Fall buying season when this type of 
footwear is in exceptionally heavy de- 
mand. 

A continued schedule of trade paper 
advertising in full color will promote 
the line to the retail trade. 





Herbst to Use 
Cooperative Plan 

The Child Life line will continue to 
be advertised nationally in Parents’ 
Magazine for the Fall season. Adver- 
tising to the trade will continue in 
Boot AND SHOE RECORDER and in the 
Coast Shoe Reporter. 

A new cooperative advertising plan 
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which became effective on May 1st is 
also available to all Child Life dealers. 

Various point-of-sale promotions, 
such as reprints of national ads, coun- 
ter cards, and window display pieces, 
are also available for the promotion of 
the line. 


Heywood Plans 
Aggressive Trade Campaign 


Pending completion of advertising 
plans for the coming season, Heywood 
Boot & Shoe Co. reports that Matrix 
dealers will be supplied with the cus- 
tomary promotion helps including at- 
tractive window cards, ledge displays, 
advertising mat service, consumer fold- 
ers, and miniature shoes — these to be 
used in conjunction with gift certifi- 
cates. 

The firm will continue to advertise 
aggressively in the trade publications, 
in which BooT AND SHOE RECORDER will 
take a leading part. 


Double-Barreled 
Campaign for Huiskamp 


Fall advertising plans of Huiskamp 
Brothers Co., Keokuk, Iowa, manufac- 
turers of welt shoes for women, con- 
sist of a double-barreled approach. The 
Fall line will be advertised for shoe 
buyers and merchandise men in trade 
papers. A newspaper cooperative plan 
at the point of retail sale will acquaint 
consumers with the line and will sup- 
plement the trade paper advertising. 





Huskies to Be Advertised 
In Trade and National Media 


For Fall promotion, Huskies will be 
advertised in every issue of BooT AND 
SHOE REcORDER for the remainder of 
1948, as well as in about four issues of 
Women’s Wear Daily and Footwear 
News. 

In addition to the above, Huskies will 
be advertised in the Fall in Seventeen, 
Madamoiselle, Charm and Esquire. 

Retailers carrying Huskies will be 
furnished merchandising aids such as 
window displays, window stickers, re- 
prints of ads in national magazines and 
advertising mats for use in their local 
newspapers. 

International Shoe Company 
Peters Shoe Company 
Peters Shoe Company has announced 


that its Autumn advertising sched- 
ule for Velvet Steps will place empha- 
sis on national presentation. These ads 
will feature the slender, one-column 
panel layout which has already estab- 
lished an identity for these shoes. 

Stressing the copy theme, “Feminine 
to the tips of her toes”, the ads are 
based on the principle that “Every 
girl strives to make her feet and legs 
look pretty.” They will appear month 
after month in five of the leading na- 
tional magazines, a continuity treat- 
ment that was begun early this year 
and has gained favorable reaction from 
both retailer and customer. 

The new Weather-Bird national cam- 
paign is designed to be unlike anything 
in the children’s shoe field. By use of 
black backgrounds and color, this new- 
type advertising captures attention, 
and reflects the styling of Weather- 
Bird Shoes. The campaign keeps re- 
peating the fact that these shoes are 
popular with “America’s Young Cir- 
cles”, with interesting, alive-looking 
heads of youngsters around the head- 
line. The _ distinctive selling line: 
“Weatherized 5 ways” is featured in 
every ad. 

This new promotion will appear dur- 
ing the Fall and Winter in Life, Wo- 
man’s Home Companion, Good House- 
keeping, Parents’, Progressive Farmer, 
and Country Gentleman. In addition, 
these shoes will be advertised in This 
Week, Parade, and many key-market 
newspapers. 

Peters is supplying new collateral 
sales helps of all types. 

For the coming season, advertising 
of City Club shoes continues to bear 
down on the “Best Dressed Circle” 
theme; always reminding readers of 
the hand operations that make these 
shoes fit, look, and wear well. Peters’ 
magazine list is carefully chosen to 
reach and sell all types of men. The 
schedule includes: Life, True, Collier’s, 
Esquire, ahd Saturday Evening Post. 

Retailers, established with City Club, 
get as complete a backing by nationwide 
promotion as it is possible to plan— 
a coverage so extensive that alert re- 
tailers are quick to tie-in with this pro- 
motion, in every way possible, to take 
full advantage of it for increased local 
retail sales. 


Sundial Shoe Company 


The Sundial Shoe Company of Man- 
chester, N. H., has announced its plans 
for the most extensive advertising cam- 
paign of its history, to be released in 
early August. The first weeks of the 
campaign will feature juvenile shoes 
for school and will include 400- and 
200-line advertisements in more than 
80 metropolitan daily newspapers, a 
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Shoe Promotion Plans for Fall 


rotogravure insertion in 10 metropoli- 
tan Sunday newspapers and a full- 
color, full-page advertisement in the 
New York Sunday News. 

600- and 400-line advertisements, 
highlighting the complete lines of 
men’s, women’s and children’s shoes 
sold under the single brand name, Sun- 
dial, will run throughout the balance 
of the Fall season in the daily news- 
paper list. Parents’ Magazine will also 
be used to promote Sundial Bonnie Lad- 
die shoes for children. 

In addition, Sundial will soon release 
a new newspaper mat service program 
for its dealers’ Fall and Winter adver- 
tising programs, and other retail pro- 
motional material including window 
and interior displays, direct mail cards, 
folders and spot radio transcriptions. 


Friedman-Shelby Division 


The Friedman-Shelby Division of In- 
ternational Shoe Company has sched- 
uled three separate and distinct adver- 
tising programs for Fall, to feature the 
Grace Walker shoes for women, the 
John C. Roberts shoes for men and Red 
Goose shoes for boys and girls. 

The Grace Walker, a complete all- 
around line of women’s shoes, will be 
backed by a national advertising cam- 
paign of more than 10,000,000 sales 
messages in leading women’s maga- 
zines. Full-page, full-color ads will ap- 
pear in Mademoiselle and Charm, and 
two-thirds page black and white ad will 
appear in Good Housekeeping and 
Photoplay. 

The John C. Roberts men’s shoe ad- 
vertising campaign is designed to at- 
tract attention of young men and of 
men with young ideas. Full-page, full- 
color ads will appear in Esquire, and 
half-page two-color ads in the Saturday 
Evening Post, in Look, Collier’s and 
Sport. 

The Fall Red-Goose juvenile shoe 
campaign is built around a new theme, 
“Your Child Takes 30,000 Steps a Day”. 
This theme is based on information sup- 
plied by Dr. Joseph Lelyveld, chairman 
of the National Foot Health Council. 
More than 68,000,000 ads are scheduled 
for Fall, many of them in full color in 
Life, Look, Good Housekeeping, Par- 
ents, My Baby, McCall’s, Calling All 
Girls, Country Gentlemen, Progressive 
Farmer, in This Week and Parade, 
newspaper supplements, in the roto sec- 
tions in 12 Sunday newspapers and in 
17 additional Sunday papers. 

Each of the three advertising cam- 
paigns by Friedman-Shelby is merchan- 
dised and promoted so that the dealers 
will be enabled to tie-in with the na- 
tional advertising campaign to direct 
the powerful selling influence to their 
individual stores. 


% 
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Conformal Shoe Company 


Conformal Shoe Company’s adver- 
tising for the coming Fall season will 
be highlighted by strong radio pro- 
grams and newspaper ads in various 
key city markets. 

Conformal also has available a com- 
prehensive group of dealer aid adver- 
tising, including newspaper ad mats, 
electrical transcriptions for radio spot 
announcements, window display ma- 
terial and folders for mailing and for 
package insert. 


Winthrop Shoe Company 


The Winthrop Shoe Company knows 
its large investment in national adver- 
tising (Life, Saturday Evening Post, 
Collier’s, American Legion, Esquire, 
Pic and comic books) cannot pay off 
unless consumers know where to buy 
Winthrop shoes. 

That’s why Winthrop offers its deal- 
ers a complete line of advertising helps 
to identify their stores as local Win- 
throp headquarters; to help dealers 
cash in on the interest its national ad- 
vertising creates. 

Among Winthrop’s dealer helps are: 
Neon signs, wooden name placques, at- 
tractive display stands combining mer- 
chandise and national ad reproductions, 
complete window displays, a number of 
hard-hitting direct mail pieces, radio 
transcriptions and a complete newspa- 
per mat service. 

Featured again this Fall will be its 
“Winthrop Week” promotion—a com- 
plete advertising-merchandising pack- 
age that has proved highly profitable 
to Winthrop dealers the last two sea- 
sons. 





Rhythm Step Plans Announced 


Rhythm Step advertising for Fall is 
again a comprehensive one and again 
will be a program of continuity and 
concentration, according to Ray Hun- 
nius, advertising director for Johnson, 
Stephens & Shinkle Shoe Co. National 
ads will again appear every month, 
July through December. The publica- 
tions are Charm, Woman’s Home Com- 
panion, and Cosmopolitan. Vogue and 
Harper’s Bazaar will also be on the 
schedule. 

As in the past, Johnson, Stephens & 
Shinkle will offer a complete ad mat 
service to dealers and will also continue 
to furnish counter cards, window cards, 
and other dealer helps. 





J&M Campaign 
Centers on ‘‘Bold Brogues”’ 

The advertising program of Johnston 
& Murphy for the Fall season of 1948 


centers around the promotional cam- 
paign for J & M “Bold Brogues.” John- 


ston & Murphy will supply a complete 
advertising and promotion service to 
its dealers, which includes newspaper 
mats, window and counter displays, and 
direct mail. Radio spot commercials and 
outdoor advertising are also to be em- 
ployed for the “Bold Brogue” campaign. 

The new Johnston & Murphy shoe 
dressing, especially designed for the 
treatment of fine shoes, and now being 
distributed internationally to Johnston 
& Murphy dealers, will also be pro- 
moted by elaborate dealer counter dis- 
plays. 


Foot Saver Fall Ad Plans 


The Julian and Kokenge Company 
has planned for the Foot Saver adver- 
tising campaign for the Fall season of 
1948 a schedule covering over three 
hundred newspapers. 

Foot Savers will also be advertised 
in Vogue and The Ladies Home Journal. 

A complete plan book of radio scripts, 
newspaper mats, special advertising 
copy and dealer helps will be mailed to 
all Foot Saver dealers early in July. 





Geo. E. Keith Has 
Strong Campaign 

The Geo. E. Keith Company has a 
strong advertising and promotion cam-, 
paign planned for Fall. Walk-Over ad- 
vertisements will appear in Life, Col- 
lier’s Esquire, Ladies’ Home Journal, 
Woman’s Home Companion, Vogue and 
Harper’s Bazaar. To help the dealer 
get the fullest possible benefit from 
this advertising expenditure, the com- 
pany will provide mats of newspaper 
advertisements adapted from the maga- 
zine ads, reprints of the advertisements 
mounted on easel back cards, window 
display backgrounds, post cards for 
mailing, colored blow-ups, window 
cards, and price tickets as well as radio 
script and suggestions for local pub- 
licity stories. 

Many Walk-Over dealers successfully 
tied in with American Airlines sales 
offices throughout the country, as a re- 
sult of the selection of Walk-Over 
shoes as official footwear for the host- 
esses of the airlines. This promotion 
will be continued through the Fall 
season. 

The company will also continue a 
strong trade campaign with BooT AND 
SHOE RECORDER as the spearhead, using 
also Men’s Wear, Women’s Wear Daily, 
and Footwear News. 





Foot Rest Plan Includes 

Cooperative Campaign 
Foot Rest shoes will be advertised in 
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Shoe Promotion Plans for Fall 


1948 in Vogue, Ladies’ Home Journal. 
Cosmopolitan, and Woman’s Day. Trade 
advertising will include BooT AND SHOE 
RecorperR. Krippindorf- Dittman also 
works with dealers on a cooperative 
newspaper campaign. 

Advertising material in the way of 
window cards, price tickets, set up 
ads, shoe mats, electric signs, counter 
signs, and other cooperative matter in 
keeping with Foot Rest shoes is sent 
to dealers. 


Dr. M. W. Locke Plans for Fall 


Dr. M. W. Locke shoes will be adver- 
tised in Good Housekeeping Magazine 
and also in over two hundred news- 
papers. 

In addition to the national advertis- 
ing plans the company will furnish the 
complete advertising plan book of deal- 
er’s helps and aids including radio 
transcriptions, newspaper mats, signs, 
and direct mail pieces. This material 
will be received by the dealers early in 
July. 


Kickerinos Plan : 
Expanded Fall Ad Schedules 


National magazines have been se- 
lected to carry the bulk of Fall and 
back-to-school advertising for Kicker- 
inos, casual shoes manufactured by 
Marilyn Shoe Co., Milwaukee, Wis. 

Ads emphasizing the fashion angle 
and highlighting various individual 
shee models in the Kickerino line are 
scheduled for Fall issues of Mademoi- 
selle, Seventeen, Photoplay, Today’s 
Woman, Modern Screen, ete. A listing 
of prominent dealers featuring Kicker- 
inos is appearing with each advertise- 
ment. 

Marilyn Shoe Co. announces an easy- 
to-use, comprehensive collection of pro- 
motional material, available upon re- 
quest, to its many dealers coast-to- 
coast. Material includes attractive dis- 
play cards for counters, windows and 
shoe departments; tie-in mats for local 
newspaper advertising; envelope en- 
closures and scripts for local radio 
programs. 





1. Miller to Use 
Fashion Magazines 


I. Miller will inaugurate the Fall 
promotion program with full page ads 
in the August issue of Vogue, Harper's 
Bazaar and Mademoiselle. In addition, 
an extensive service schedule will be 
employed to assist I. Miller dealers in 
planning and executing their local pro- 
motions. This schedule will include 
newspaper mats, window display lay- 
outs and a new brochure containing ad- 
vertising aids that will be especially 
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valuable to those dealers who do not 
maintain their own advertising depart- 
ments. 


Risque Uses 
Fashion Magazines 


Monogram Footwear plan to adver- 
tise their Risqué line as follows: Aug- 
ust on through the first of the year 
using the fashion magazines on a 
monthly basis, backed up by a strong 
mat service. 

Fashion magazine ads will be mer- 
chandised through the media of window 
cards and counter show cards. 





D. Myers to Continue 
Consumer Advertising 


D. Myers & Sons expects to con- 
tinue consumer advertising in such 
magazines as Vogue, Harper’s Bazaar, 
Mademoiselle and Glamour. Advertising 
to the retailer will be continued in 
BooT AND SHOE RECORDER, as well as 
by direct mail, brochures, circulars, 
etc., a continuation of the policy the 
company has maintained for a number 
of years. 

Accounts will also be supplied with 
newspaper mats and other forms of 
retail advertising material. Retailer as- 
sistance will be given wherever possible 
to promote the sale of Tailored Tred 
French Moderns. 





Magazine Schedule Prepared 
By Nunn-Bush 


Nunn-Bush national advertising for 
Fall will appear in Life, Saturday 
Evening Post, Collier’s, Holiday and 
Esquire. Trade advertising will consist 
of six full pages in BooT AND SHOE 
RECORDER and in Coast Shoe Reporter, 
and three full-color pages in Apparel 
Arts. 

Attractive window cards lithographed 
in seven colors will be furnished gratis 
to every representative Nunn-Bush 
merchant. Merchants desiring Nunn- 
Bush background displays may pur- 
chase at a nominal cost an elaborate 
bleached oak frame and a series cf 
third-dimensional panels. Style books 
and post card mailing pieces are also 
available at a nominal cost. 





Propr-Bilt Features 
Dealer Aids for Fall 


Built around the selling theme 
“School-Age Feet Need Extra Protec- 
tion” Propr-Bilt, brand name of the 
O’Donnell Shoe Corporation, is present- 
ing an entirely new Fall promotion, 
featuring a complete array of dealer 
aids to help the retailer enlarge his 
Fall school shoe volume. 


Going beyond the usual “Back To 
School” appeal, Propr-Bilt’s promotion 
takes advantage of the growing demand 
for better protection of school-age feet. 
National advertising in Parents’ Maga- 
zie, photographic window display 
units, newspaper mats, direct mail 
pieces, counter cards, and radio adver- 
tising all call attention to Propr-Bilts’ 
“extra” protective features in vital arch 
and heel area. 

A companion promotion is being di- 
rected to the medical profession. 





Portage Plans Are Extensive 


Life Magazine, Esquire, Pic and True 
will again carry the national advertis- 
ing lineage for Portage during the Fali 
and Winter season. Total lineage for 
1948 will be the largest in the com- 
pany’s history. 

Portage dealers will have a complete 
newspaper mat service at their dis- 
posal. Window backgrounds, neon signs, 
window cards, price tickets and other 
point-of-sale material wiil be available 
to all Portage dezlers at cooperative 
prices. Direct-mail pieces in the form 
of folders and post cards will also be 
available for Fall and Winter promo- 
tions. 

Trade paper advertising will be car- 
ried in BooT AND SHOE RECORDER and 
Coast Shoe Reporter. 





Posner to Add 
Radio Program 


Dr. A. Posner Shoes, celebrating its 
60th continuous year in operation, ex- 
pands its advertising over 25 per cent 
above 1947. Color advertisements will 
be used in national magazines such as 
Parents’ Magazine and Good House- 
keeping. Full pages in four colors will 
be run each month in the New York 
Times Magazine section starting in 
August. Trade advertising in the lead- 
ing publications will continue as in the 
past. 

A new series of window cards, ad- 
vertising mats, signs, toys, and other 
retail sales helps will be offered the 
Dr. Posner dealers. In addition to its 
usual advertising media, Dr. A. Posner 
Shoes will be promoted on the radio— 
a morning program on WOR, New 
York, starting early in the Summer and 
running through the Fall season. Spe- 
cial promotion is planned on Dr. Pos- 
ner’s Muscle Builder Shoes. 





Prima to Expand a 
Consumer Advertising 


Prima intends to continué and expand 
its usage of consumer advertising and 
has scheduled Fall ads in Seventeen, 

[TURN TO PAGE 100, PLEASE] 


Boot and Shoe Recorder 





tion 
and 
eet. 
iga- 
lay 
nail 
yver- 
its’ 
reh 


di- 


rue 
tis- 
‘ali 
for 


ete 
lis- 
ns, 
ner 
ble 
ive 


no- 


ar- 
nd 


its 
X= 
nt 
ill 
as 
Ie~ 
ill 
rk 
in 
d- 
ne 


er 
1e 
ts 
or 


id 


S- 


bee Be 


i) 














Miller adjustable pack flat tree 






Plant this TREE in the 


minds of your customers! 


Once you've sold shoes to the customer, you've got fertile soil 
for a sale of shoe trees — and an additional profit! Just tell him (or her) that 
Miller trees help shoes maintain that “new look” far longer . . . are easily 
adjusted for both length and width ... and one tree size accommodates 
several shoe sizes and widths. Millers are designed to allow for metatarsal pads, 
and foreparts are modeled like a shoe last. For extra profit possibilities 


get the facts on how money grows on Miller trees... today! 


O. A. Miller Treeing Machine Company 


PLYMOUTH, NEW HAMPSHIRE 


Branch of United Shoe Machinery Corporation 








Shoe Promotion Plans for Fall 


(November 3rd cover), Calling all 
Girls, (August), and Parents Maga- 
zine, (September). 

In addition, bi-monthly ads have been 
scheduled in BooT AND SHOE RECORDER, 
as well as scattered issues of Footwear 
News. 

All of this is supplemented by Prima’s 
new free mat advertising service, which 
incorporates many aids to dealers. 





Style Arch Dealers Receive 
Display Material 


Roth, Rauh & Heckel, makers of 
Style Arch shoes, are running full-page 
and quarter-page ads in Vogue, Life, 
Good Housekeeping and Ladies’ Home 
Journal. Dealers are supplied, on a dis- 
play card, with replicas of ads in Life 
and Good Housekeeping, as well as in 
Vogue. Dealers also receive mats and 
glossy prints for use’ in their news- 
paper advertising, free display cards, 
radio scripts and window price tickets. 





Selby Shoe Co. Plans 
Coordinated Promotion 


The Selby Shoe Company reports 
that, as usual, Selby brands will be pro- 
moted nationally with four-color bleed 
ads in Ladies’ Home Journal, McCall's, 
Good Housekeeping, Woman’s Home 
Companion, Mademoiselle, Charm, Har- 
per’s Bazaar and Vogue magazines. In 
addition to the magazine publicity pro- 
gram, the company will maintain a 
complete newspaper mat service, di- 
rect mail program and display service. 

The business paper program includes 
definite schedules in BooT AND SHOE 
RECORDER, Women’s Wear, Footwear 
News, Creative Footwear and Coast 
Shoe Recorder. 

This company refers to its promo- 
tion as “Coordinated promotion” be- 
cause each one, whether it be for July, 
August, September or later, on various 
brands, is built around a specific tnaeme 
and all advertising items are coordi- 
nated to this central idea. 





Smith Newspaper Ad Service 
Proves Successful 


Dealer advertising of J. P. Smith 
Shoe Company for Fall includes the 
second editions of the new type news- 
paper services inaugurated last season. 

“The editions now in use have been 
accorded the most enthusiastic recep- 
tion from dealers we have ever experi- 
enced,” reports Advertising Manager 
Marshall B. Cutler. “This type of pro- 
motional assistance for retailers in the 
better bracket evidently meets their full 
approval. The response, both in orders 
for material and lineage used, has been 
of record proportions to date. This only 
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goes to show that individual stores in 
the British Walker class prefer to pre- 
pare their own newspaper advertising. 
And this new type of service provides 
everything necessary for an effective 
British Walker newspaper campaign, 
without cramping the advertising style 
and character which are usually an in- 
tegral part of the advertising of better 
retail organizations. 

Smith Fall advertising also provides 
for sustained national and trade maga- 
zine campaigns approximately the same 
as were used during the Spring and 
Summer. There will be a variety of 
retail store displays (including an ori- 
ginal, animated background display) ; 
and a dealer direct mail campaign. 





Sons Shoe Co. Concentrates 
On Dealer Aids 


Sons Shoe Company plans to concen- 
trate the majority of its advertising 
effort for Fall on dealer aids, such as 
retail ad material (which includes mats 
and suggested newspaper ads) window 
ecards and display cards. 

In the near future the company plans 
to run an ad in a national magazine 
but to date the magazine has not been 
selected. 


Stetson Men’s Shoe Campaign 
To Continue in Holiday 


The 1948 Fall advertising campaign 
for Stetson men’s shoes has been an- 
neunced by The Stetson Shoe Company. 
Color and black and white advertising 
in Holiday will be continued, starting 
with the September issue. In connection 
with this series, Stetson will offer four- 
color consumer folders to dealers, as 
well as window cards. As extra promo- 
tional help, newspaper mats tying in 
with the national advertising will also 
be made available to Stetson dealers. 





Taylor-Made Shoe 
Emphasizes Leather Theme 


Collier’s, Esquire, Time, Newsweek, 
Pic and True will provide the Fall back- 
ground for national promotion of the 
Taylor-Made institutional theme of 
“from Finer Leathers.” 

An estimated 45,000,000 readers will 
see several exciting new patterns cut 
from finest imported and domestic 
leathers. These are styles representa- 
tive of the new Fall Line which created 
such favorable comment at the national 
show in Chicago. 

Retailers will receive newspaper 
mats, display-devices and mailing-pieces 
for local tie-in promotions. Heavy em- 
phasis will be placed on point-of-sale 
display material. A new Fall in-stock 


catalog and complete dealer-aid service 
will facilitate early planning of inven- 
tories and promotions. 





Taylored Moccasin Shows 
New, Traditional Designs 


Production of The Taylored Moc- 
casin has been increased to cope with 
a greatly increased demand. 

New concepts in the design of genu- 
ine hand-sewn moccasins will be shown 
the readers of Holiday, The New Yorker 
and Pic this Fall. In addition, tradi- 
tional Taylored Moccasin styles will 
continue to appear nationally and in 
newspaper promotions in larger metro- 
politan areas. A complete merchandis- 
ing-aid service of newspaper mats, 
radio scripts, window cards and direct- 
mail pieces based on national ads will 
be available to retailers of The Taylored 
Moccasin. 





Tober-Saifer to Use 
Full-Page Color Ads 


The Tober-Saifer Shoe Manufactur- 
ing Company of St. Louis has an- 
nounced an elaborate advertising and 
promotional plan for Fall 1948 for its 
1800 dealers from coast to coast. The 
Fall program will consist of four ma- 
jor promotional <cvents for Jolene 
dealers which will be highlighted with 
full-page color ads in leading national 
magazines. 

The campaign will cpen with a Back 
to School event featured in a full page 
color ad in August Seventeen aimed 
at the teen-age market. Specially de- 
signed window banners and other win- 
dow display material as well as news- 
paper ads, radio spot announcements, 
and other dealer tie-ins have been 
prepared. 

Following this promotion will come 
the spearhead of the Fall campaign 
which is a full-color, full-page ad in 
the September 13 issue of Life Maga- 
zine. Every conceivable local dealer 
help will be supplied to tie in Jolene 
dealers’ stores. 

Photoplay Magazine will be used to 
appeal to the movie fan market. Here 
again a complete local promotional tie- 
in package will be supplied to dealers. 
Included in the Fall campaign will be 
full page space in Charm Magazine 
appealing to the business and career 
girl market. Jolene dealers are being 
notified of these four major promotional 
events by means of a large color broad- 
side which is being mailed to them. 

The Tober-Saifer trade campaign 
will continue with full page ads in 
Women’s Wear, Footwear News, and 
Boot AND SHOE RECORDER. 
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Trimfoot to Stress 
Tell-Tale-Toe 


National advertising of Trimfoot 
shoes will be stepped up this Fall, 
starting with September issues of gen- 
eral and women’s magazines, to an- 
nounce to the consumer an exclusive 
new development, Tell-Tale-Toe, which 
enables a mother to determine exactly 
how much safe growing room is left 
in a pair of Trimfoot shoes. Magazines 
going to new mothers will continue to 
sell Trimfoot shoes in smaller sizes. 
As before advertising will run 12 
months out of the year. 

Trade paper space will also be in- 
creased for the announcement of Tell- 
Tale-Toe foot protection to dealers. 

Dealer displays, ad mats, radio 
scripts, and other merchandising aids 
are available. 


Gold Cross Campaign 
Largest in History 


Gold (Red) Cross Shoe consumer ad- 
vertising for Fall will not only be the 
largest in the United States Shoe 
Corp.’s history, but it will also have 
more than bigness in size and ideas—it 
also will have bigness in direction. It 
will be aimed at college girls, teen-agers, 
professienal women, career girls, the 
comfort market, and the great mass 
market that wants fashion with fit. 

The schedule will include Life, La- 
dies’ Home Journal, Mademoiselle, 
Charm, Seventeen and Vogue, and re- 
tailers are provided with a wide as- 
sortment of mats of tie-in newspaper 
ads. Spearheading the entire Fall pro- 
motion will be a double-page spread in 
the September 20th issue of Life, fea- 
turing a tie-up with Loretta Young. 

A complete assortment of dealer 
helps is offered, including nine differ- 
ent direct mail or enclosures; a new de- 
luxe window display service; plastic 
shoe horns; lipstick tissues; matches 
and a novel match dispenser. 





Vaisey-Bristol Announce Biggest 
Dealer-Consumer Program 


Vaisey-Bristol Shoe Company, manu- 
facturers of Jumping-Jack shoes, is 
planning its biggest dealer-consumer 
promotion program this Fall. 

New dealer ads, window displays, 
counter displays, interior Jumping-Jack 
self contained stock selling display and 
dealer give-aways have all been keyed 
to a big Parent’s Magazine campaign 
breaking in the September issue, fea- 
turing single column ads and full-page 
four color ads. 

This is in addition to regular Boot 
AND SHOE RECORDER, Journal of the 
American Medical Association, Journal 
of Pediatrics, and Quarterly Review of 
Pediatrics campaigns. 





Dealers Help to Plan 
Hollywood Skooter Campaign 
Vogue Shoe, Inc., manufacturers of 


July 15, 1948 


Hollywood Skooters, has planned its 
Fall advertising and promotion plans 
with the help of the retailers handling 
its shoes. 

Before setting up his new campaign, 
Seymour Fabrick, president of Vogue, 
sent a questionnaire to retailers. He 
wanted to know their reaction to the 
Spring cartoon campaign. He also 
asked them: Size mats? Copy indica- 
tions? Size of shoe illustration? Num- 
ber of shoes in each mat? And any 
other advertising problem which he or 
his advertising agency could help them 
solve. 

Based on the responses to his ques- 
tionnaire, Mr. Fabrick has set up a 
“Keep you informed —help you sell” 
campaign. To keep retailers informed 
at all times—in between the periodic 
calls of salesmen—Vogue will use pages 
in Boot AND SHOE RECORDER plus con- 
sistent mailings to all accounts. 

The “Help Sell” campaign starts off 
with a full page in the Mademoiselle 
August issue. Insertions in this maga- 
zine plus Charm, Glamour, Seventeen 
and other publications are planned for 
the rest o1 the year. 

In addition to its national magazine 
campaign, Vogue furnishes a full-line 
catalog mat manual to each retailer. 
These newspaper mats are available 
free on request. A new luminous plastic 
wincow and counter sign has just been 
completed and is being sent to Holly- 
wood Skooter retailers. 





Weber Using 
Playful Kitten Theme 


Weber Shoe Co. is offering customers, 
and through them the public, a line 
of infants’, childien’s and misses’ bou- 
doir slippers. T1::de publications such 
as Boot AND SHOE RECORDER will be 
used to call this to the attention of 
dealers and prospective users. To these 
dealers, photographs, mats and prepared 
ads which emphasize the styling and 
color in these slippers and help them 
promote them to the consumer will be 
offered. An attractive packege which 
pictures the Playful kitten in 2 sleepy 
mood as befits house slippers will be 
available, as well as counter cards and 
a small kitten about a foot high which 
can be coordinated in window displays 
and store presentations. 


Wellico Foamtreads 
In Three National Magazines 


Welleco Foamtreads will be adver- 
tised in three big national magazines— 
Saturday Evening Pest, Collier’s and 
Parents’ Magazine—between September 
and November. 

Six hard-hitting advertisements, fea- 
turing the comfort of the patented 
foam rubber sole, exclusive with Wellco, 
will be used in these magazines which 
have a readership of 33,766,400. 

The Wellco Shoe Corporation also 
will provide dealer tie-ins, H. W. Roll- 
man, president, announced, to back up 





this national campaign. Tie-ins include 
a complete, practical mat service of 
newspaper ads and illustrations and 
striking displays for windows and 
counters. 





Wohl Continues 
Sustained Program 


With multiple insertions of ads in 
seventeen leading women’s fashion and 
service magazines, Woh! Shoe Company 
continues its sustained national adver- 
tising program for Fall, 1948, on the 
feature brands Marquise, Jacqueline, 
Connie, Connie Lo-Heelers, Natural 
Poise and Paris Fashion. 

Magazines scheduled include Ladies’ 
Home Journal, Vogue, Charm, Good 
Housekeeping, Harper's Bazaar, Glam- 
our, Mademoiselle, Woman’s Home 
Companion, Seventeen, McCall’s and 
other class and mass books. One, two 
and four colors will be used in the ads 
planned. 

Jacqueline Shoes are receiving na- 
tionwide publicity through participa- 
tion on the “Queen For A Day” radio 
program heard over a network of 465 
radio stations. 

Local dealer advertising services em- 
brace all media with complete news- 
paper mat ads, seasonable mail pieces, 
window and interior display material 
and radio continuity. As before, Wohl 
cooperates with dealers in sharing the 
cost of newspaper space as well as 
direct mail. 

Trade paper advertising will be con- 
centrated in Boot AND SHOE RECORDER, 
Footwear News and other publications. 

Young America children’s shoes will 
continue to be nationally advertised in 
Good Housekeeping and Parents’ Maga- 
zine. 





Little Yankee 
To Emphasize Slogan 


Fall advertising and promotion for 
Little Yankee Shoes continues to stress 
the slogan, “Little Yankee Shoes are 
designed to keep little feet normal.” 
Beginning with a full-page advertise- 
ment in the September issue of Parents’ 
Magazine featuring this slogan, the 
Little Yankee schedule calls for sup- 
perting advertisements in succeeding 
issues of Parents’ Magazine plus space 
in Good Housekeeping. 

A full line of dealer helps is avail- 
able to help merchants take advantage 
of this sales-building advertising pro- 
gram. These include the retail news- 
paper advertising service which has re- 
sulted in a 20 per cent increase in retail 
newspaper advertising lineage over last 
year, price tags, colorful package in- 
serts containing six pages of descriptive 
material, a colorful 84%” x 12” lami- 
nated window or counter display piece, 
a luminescent electric plastic sign, color 
picture postcards for mailing to cus- 
tomers, assorted color balloons, the 
giant full-color lithographed window 
and interior display piece, shoe register 
cards on which a record of each sale 
may be kept, and others. 








Do Bad Merchandising Practices Stymie Advertising? 


He is well aware that early closing 
dates of national magazines make the 
selection of shoes for illustration in ad- 
vertisements difficult for the manufac- 
turer to make, and he appreciates the 
reluctance of the manufacturer to be 
put on the spot by announcing his prices 
months in advance of a given season. He 
is even willing, if necessary, to await a 
settling down of the market for such 
announcements in national advertising, 
provided the advertising of the brands 
sold by his competitor does not feature 
price. 

But for this dilemma the retailer has 
a logical and simple solution. He sug- 
gests more “brand name” advertising 
in his local press over his own signature. 
He wants that advertising to feature the 
price at which his particular store has 
that brand for sale. He is hungry for 
smartly styled dealer ads within the 
stage setting of which he can present 
to his selective, if limited, audience of 
customers those styles which he knows 
to be suitable for his type of trade. He 
feels, too, that a customer seeing an 
advertisement featuring styles which 
are correct for his locality, and offering 
them at a definite price, is far less likely 
to stalk out of the store after having 
been sold and fitted, with fire in his eyes, 
and a threat on his lips to write to the 
local newspaper editor demanding a 
campaign against exhorbitant shoe 
prices. He is positively certain, at any 
rate, that his advertisement in his local 
paper will not be flanked by a news re- 
port of a speech made by some crank 
economist demanding that legislation be 
enacted immediately to cut shoe prices! 

Your average shoe retailer is thor- 
oughly advertising conscious. He will, 
in most cases, meet the manufacturer’s 
dollar with a dollar of his own for local 
advertising over his store signature. He 
wants this type of advertising because 
he honestly believes it to be more 
efficient. 

BUT HE WANTS NATIONAL AD- 
VERTISING, TOO, and he is insistent 
that it sell BRANDS to the consumer, 
not to other RETAILERS. He resents 
“token” NATIONAL ADVERTISING 
designed to win new dealers for manu- 


[CONTINUED FROM PAGE 59] 


facturers, not new consumers for the 
brand the retailer sells. Being more or 
less practical, he knows you can’t slay 
an elephant with a sling-shot, and when 
he sees one-time midget advertising 
masquerading as a “campaign”, natur- 
ally he asks, “How come?” 

He resents the seasonal use of adver- 
tising by manufacturers to bludgeon 
him into committing himself to take 
allotments which he cannot conscien- 
tiously or economically accept. He 
would like to see every dollar the manu- 
facturer can afford spent for advertising 
whose sole purpose is to get better con- 
sumer recognition for the brand he sells. 
He dislikes “bullet” national advertis- 
ing, heavy concentrations of space at 
those seasons when shoes are bought by 
the retailer, not by the consumer. He 
does not want to be told that he must 
buy the styles and types of shoes the 
manufacturer wants to sell on his own 
terms and conditions, merely because 
the manufacturer spends a fortune in 
advertising. He, probably more than 
some manufacturers, is aware of the 
fact that the true test of any advertis- 
ing is whether or not it moves merchan- 
dise and that no advertising, no matter 
how well designed or how effective, can 
move badly styled, poorly made or over- 
priced merchandise. The merchant has 
learned from experience that he can’t 
eat shoes nor can he pay the bills he 
owes to the manufacturer with glorious 
color page advertisements torn from 
national magazines. 

The following are some direct quota- 
tions penciled in by retailers on their 
answers to BOOT AND SHOE RE- 
CORDER’S questionnaire. 

I Prefer National Advertising Because: 
“I want my customers to associate 
my store name with America’s top 
lines.” 

“Tf it works for Camels and Lucky 
Strikes, it certainly should work for 
shoes.” 

“My customers have more confidence 
in branded lines. They depend on me 
for fit.” 

“More people see national advertis- 
ing.” 

“It helps make prices uniform and 
fair.” 


“T believe branded lines are more 
important than any store name.” 
“Branded names mean quality and 
fair trade.” 

I Prefer Local Advertising Because: 
“National ads invariably show pat- 
terns and colors the average store 
can’t carry.” 

“My store is 95 years old and has a 
continuous record of advertising 
over my signature.” 

“TI can coordinate my promotion and 
select my own styles.” 

“Tt isn’t the magazine that sells 
shoes, it’s the man behind the fitting 
stool who makes or breaks a brand 
name.” 

“There are too many ads in maga- 
zines. Consumers are confused and 
lose interest.” 

“I prefer to sell my name rather 
than a brand. I may want to change 
brands later.” 

“Local advertising is essential for 
survival of the small independent 
retailer.” 

“T sell nationally advertised shoes, 
but have developed my own brands 
on several lines of women’s shoes 
which have greater local acceptance.” 
“National advertising does not co- 
ordinate with factory production and 
confuses buying public.” 

I Think Manufacturers Should Fix Prices 

and Feature them in Advertising Be- 

cause: 
“It helps the small store to get a 
fair mark-up.” 
“TI think manufacturers should fea- 
ture two prices for more flexibility.” 
“The consumer wants to know how 
much his shoes cost.” 

I Would Prefer National Advertising 

Without Prices Because: 

“Overhead expense and cost of trans- 
portation differ widely.” 

“Most retailers’ pricing is not too 
scientific.” 

“Differences in prices hurt branded 
lines.” 

“I think prices should be determined 
by the retailer, but customers like 
prices in ads.” 

“Manufacturers should fix prices, 
but should be careful about maintain- 
ing quality.” 





Welt Shoes Follow 
The Trends 
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sale of welt shoes is expected to receive 
increased stimulus. These are bound 
to include some closed-up, tailored pat- 
terns and some more rugged, broguey 


types, but the dominant trend in these’ 
shées will be ‘toward lighter, .logking, 


patterns with closer edges and covered 
heels. The fact that platforms have 
made women more sole-conscious should 
be a good selling point for welts, since 
they will find very much the same prc- 
tection for their feet from hot or cold, 
hard pavements. And in these shoes 
they will also find the flexibility, the 
lightness, the softness, the broad treads 
and the low heels that they have came 
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New Shoe Department 
Operated in Omaha 

OMAHA, NEB. — Berg’s Clothing 
Company, 421 South Sixteenth Street, 


here, recently opened its new shoe de- 
partment. Einar Berg, President, an- 


nounced that V. Clare Lindberg diners. WL ber 
— ~ <4 


Boot and Shoo Meets 





va wu sr "se 








An Invitation to Overseas Buyers 


to visit the 







Fashion in Footwear 
Exhibition 








EXHIBITORS 


Airborne Shoes Ltd. 
A. Baily & Co. Ltd. 
A. Barker & Sons Ltd. 
Bolton Leathers Ltd. 
Brevitt Shoes Ltd. 
L. R. Butlin Ltd. 
John Cave & Sons Ltd. 
Bruce Church, Ltd. 
C. & J. Clark, Ltd. 
Clark, Son & Morland, Ltd. 
Compere Shoes Ltd. 
de Nero Shoes Lid. 
Derham Bros.. Ltd. 

Dunlop Rubber Co.., Lid. 
Edwards & Holmes, Ltd. 
George Evans & Sons 

D. Gould, Ltd. 
C. W. Horreli, Ltd. 
The Hutton Shoe Co., Ltd. 
Kempner & Brendon, Ltd 
Ken Drage, Ltd. 
Maidment Consolidated Sales Ltd. 
Manfield & Sons Ltd 
McDowell & Son, Ltd. 
Norvic Shoe Co., Ltd. 
Padmore & Barnes, Ltd. 
The Pedoscope Co., Ltd. 
Frederick Riley, —. 

a ig & Armes 

= 3 a e 9 “(Irthlingborough) Ltd. 

1. “Sims & Co. L 
Somervell Roles. Ltd. 
Splendida, Ltd. 

Stead & Simpson, Ltd. 
Toddlers’ Footwear Ltd. 

Turner Bros. (Hackney) Ltd. 
fea Dal orcab td. 


Sens (Northampton) Ltd... j i} 
Joh George Mele Uinereaneble Boot NS. 5 
ido F. Willis efella Shoes) Ltd L. Saiouhbanie adi call 
Wilson & Watson, Ltd. 
{Waollerton & Wilson. Lids 2 sy] 
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GROSVENOR HOUSE, PARK LANE, 
LONDON, W.I. 


OCTOBER 4th- 8th, 1948 


An Exhibition of the best in British Shoemaking, staged in 
the ballroom of one of London's finest Hotels. 


Invitations and information immediately available from the 
Exhibition Department, "FOOTWEAR," Drury House, Russell 
‘ots , 2: it ot 





EVERY DAY IS 
SIZE-UP DAY 


Gerdakine 


by GERDA & 
NEW YORK 


ALL SMOOTH LEATHER 
CHILDREN’S SLIPPERS 


Packed in our New Gerdakins Boxes 


Variety and colors plus all leather con- 
struction . . . just the combination to 
make your slipper department go over 
in a big way. Prices down— 
Volume up. A wonderful sales 
osset and a gqrand value. 
Order only your pres- 

ent needs NOW. 


Samples and 

Mats on Re- 

quest. Delivery 

at once F.O.B. 
7 Ve 
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All Smooth Leather Bootee Hard 
Flexible Leather Soles. Colors: 
Brown, Blue, Red. Sizes: 5-£ 
BIA-12, 12'/-3. Regular half sizes. 


$1.90 


Leather Opera 
Hard Flexible 
Leather Soles. 
Colors: Brown, 
Biue, Red. Sizes 
5-8, 6/z-12, 124-3. 
Regular half sizes. 


\ 
Wt 
*f i 0 TW f h R : 
COMPANY, INC. 


GERD! 


AGRAM FOR EXPORT 


DUANE ST REET, NEW YORK 13, N. Y 














Shoes in the News 





THE popularity of straps and strap patterns in shoes 
for women has filtered down into shoes for young ladies 
of all ages. Thus the Mary Jane. long a favorite strap 


§ ee 
ae 





Two popular strap patterns 
for young people. Left: The 
ankle strap Mary Jane of 
patent with a grosgrain bow. 
Right: suede one-strap pat- 
tern with spring heel for the 
young customer. Both from 
Doran Footwear. 


type. has received renewed interest in shoes for young- 
sters as well as for their older sisters. Shown in its 
original patent leather, it is gaining impetus, too. in 
other materials such as suede. 
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FOR right now and on through the Fall, rubber soles 
are proving of major interest on many kinds of shoes. 
We have shown them on typical sports shoes, rugged 
and outdoors-y, and on a ballet pattern in corduroy, 


Rubber-soled plastic sandal, 
built for rugged wear at the 
seashore and for general 
play use. Dirt-resistant, it 
may be washed if necessary. 
Available in white and white 
with red, blue or green. 
California Footwear. 





where the lightness and softness of the upper and the 
thin rubber sole give unusual attractiveness for dormi- 
tory wear. The increasing availability of this rubber 


“Loop-Snooper™ ghillie loop 
oxford on springy, shock- 
absorbent platform covered 
with crepe rubber to make 
it look sturdy and walk 
light. Shown in Honey- 
cream awarm sunny neutral. 


Cobblers. 





is bringing with it new ingenuity in its use and increas- 
ing consumer interest. Any girl or woman who remem- 
bers the practical comfort of her prewar rubber-soled 
shoes welcomes them back as the most satisfactory kind 
of sports and casual shoes. 
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THE new shoes for Fall for children are interesting 
from the standpoint of the amount of thought and 
[TURN To Pace 107, PLEASE] 


Boot and Shoe Recorder 
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sa \™ as long as women seek style in their footwear, Colors and 
Surfaces of Leather from which they are made will be vital in your 
shoe selling. Patterns and lasts may change, or carry over from 
season to season, but as inevitably as the turning of the globe itself 

_. each new season fashion dictates a new range of colors which must 

eral be smart and perfectly suited to specific leather surfaces. 

Bs For 75 years, Amalgamated has been evolving a system for the 

_ selection and tanning of fashion correct colors. World-wide resources 


produce the quality and variety of skins essential to such a neces- 
sarily diversified tanning operation. Untiring research within the 
laboratory has enabled Amalgamated to develop the techniques 
which produce the lasting colors which have made Amalgamated 
the THE WORLD'S FINEST LEATHERS. 


mm AMALGAMATED 
cAmalgamated 


mere §=6L EATHER companies, inc. 
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K501 4 - 6 B-E White Elk 
F501 6-1/2- 8 B-EE White Elk 
C501 8-1/2 - 12 B-EE White Elk 
F400 6-1/2- 8 B-EE Tan Elk 
C400 8-1/2 - 12 A-EE Tan Elk 


Our 49th Year 


«tnt 


suLtus me ome. 


Julius Altschul, Inc. 


117-125 Grattan St., Brooklyn 6, N. Y. 


For almost half a century the name Altschul has been synonymous with excellent fitting chil- 
dren’s shoes of the best quality. These shoes are two of many seasonable ones available for imme- 
diate shipment from stock. Illustrated folders and mats available on request. 





F510 6-1/2- 8 
C510 8-i/2- 
M510 12-1/2- 3 
L510 4 


White Elk Tan Saddle 
White Elk Tan Saddle 
White Elk Tan Saddle 
White Elk Tan Saddle 
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(Carton Illustration) 
Lexol is shipped in compact 
self-selling carton. Order 
from your findings jobber 
and display prominently! 


($1 size Illustration) 
Both the 3-oz. or trial size 
(above) and the economical 
$1 size (right) are same price 
everywhere in U.S.A. Sug- 
gest the $1 size to customers! 


THE 











MARTIN 


873 Summer Avenue 


LEXOL 


LEATHER CONDITIONER 
FOR ALL FINE SHOES! 


1. 


LEXOL produces goodwill and 
new profits for you. Customers 
come back to your store again, 
when Lexol care has given their 
shoes greater comfort and smart 
appearance! 





2. 


LEXOL’S NATION- 
AL ADVERTISING 
appears monthly 
in such leading 
magazines as The 
New Yorker, Bet- 
ter Homes & Gar- 
dens, and Esquire; 
seen by over 14 
millions potential 
shoe customers! 


DENNIS COMPANY 


Newark 4, N. J. 





finicky male. The women’s department 


| is centered in the 93-foot depth of the 
| interior, and the children’s section is 


located in a semi-circular arrangement 


| at the rear. Chairs and wall-seats are 


| eovered 


with a plastic material of 
orange hue, against which the floral 


| green walls and carpeting are singular 
| and attractive. 





Accessories, including luggage, hand- 
bags, costume jewelry, hosiery and 
other feminine odds and ends, are 
prominently situated at the front of 
the store; Mr. Greenfield said that this 
section has done more business, in pro- 
portion to the area it occupied, than 
any other. 

Not one to miss a trick, Mr. Green- 


| field brought attention to the wrapping 
| stickers, 
| which was printed, in neat, unpretenti- 


paper and paper bags, on 


ous lettering, “Field’s Shoes.” 





Shoes as Prizes in 
Radio Contest 


NEw YorK.—A wardrobe of shoes 
from member firms of The Guild of 
Better Shoe Manufacturers will be 
awarded on the popular “Stop the 
Music” program broadcast over the 
American Broadcasting Company net- 
work Sunday evenings from 8 to 9 p.m. 
(New York time), according to ar- 


| rangements made recently between the 





Aggressive Promotion 
Prime Sales Builder 
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these channels, Mr. Greenfield attempts 
to reach a population of perhaps 100,- 
000 which closely circumscribes the 
urban population of nearly 45,000. 
With a staff of four well-trained shoe 
salesmen and two sales clerks for the 
accessory section, new customers quick- 
ly become old and regular ones, it was 
pointed out. From the heating and cool- 
ing air-conditioning system, the effi- 
cient lighting arrangement and the 
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careful departmentalization, to the 
courteous and extensive service exten- 
ded, the store is equipped to get and 
maintain a high volume of good will 
and trade. 

A staunch defender and advocate of 
branded merchandise, Mr. Greenfield 
carries only branded lines in the me- 
dium and high-priced ranges and but- 
tresses his position by strenuously pro- 
moting them, as noted above. 

ashen store itself. was designed and 


re 1a. Moore, Set. off at 
“8 be epar 


commodate the faster-moving, less 


front.of the: "store, is. 
nent, so placed to ac- 


American Broadcasting Company and 
The Guild of Better Shoe Manufac- 
turers. 

The reference to the Guild shoe award 
to be made on the air will be: “A ward- 
robe of 12 pairs of shoes—one for each 
month of the year—the finest shoes 
in the world, made by master craftsmen 
of the Better Shoe Guild of New York 
and worth over $300.” 

The member firms of The Guild of 
Better Shoe Manufacturers participat- 
ing are Beleganti Shoes, Inc.; Fox Shoe 
Mfg. Corp.; Jerro Brothers; Mackey- 
Starr, Inc.; John rg Inc.; I. Miller 


& Sons, Inc.; Ne 2 Elie Shoe Co, ; 
L Hyves DeLigo, - = Pee eval, I 





Inc.: ° Morris 
Wolock, Inc: ; Zuckerman & Fox, Inc. 


Boot and Shoe Recorder 
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Shoes in the News 
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effort which has gone into their styling. Use of pat- 
terns, materials and colors which were heretofore con- 





Ghillie pattern for misses in 
green suede with brown 
ghillie overlay. Rough Rider 
from Cannon Shoe Co. 





sidered suitable only for adult shoes distinguishes the 
new 1948 juvenile lines. Especially are these interesting 
when a classic pattern like the ghillie is given a new 
interest through material and color treatment. 


aa * * 


THE RETURN of crepe rubber sales to the shoe in- 
dustry after their wartime exile has been welcomed by | 
women as well as girls. 


This shoe is from a Swiss 
designer, Hub. The porthole 
cut-outs in the rubber-en- 
cased cork sole shoe have 
been introduced to lighten 
the weight of the sole. 
Photograph by Tenca. 








The fact that these cushion-y rubber soles are being 
used on some of the best made walking and sports 
shoes is giving them prestige among quality-minded 
women, who have been buying them this season as 
suitable shoes for wear with country tweeds and slacks. 


* * * 


PLAY and casual shoes have been bringing in good 
business this season, and good reasons are advanced for 


Elastic straps in a variety 
of color combinations ensur- 
ing comfortable, dependable 
fit and flexible wooden 
Silencer Soles make an at- 
tractive and practical sandal 
for Summer wear. The 
“‘Cleopatra,’’ one of the 
Reece Originals 





this condition. From the standpoint of style, the reason 
is clear enough. Shoes of this kind are as necessary to 
a woman’s comfort in feeling well and suitably dressed 
as are evening or tailored shoes when the time and 
occasion calls for these types. Prime requisites in these 
play shoes are comfortable fit, lightness. coolness and 
gay pretty colors: Sturdiness and comfort in construc: | 


tion and materials that_can take Anaigh treatment ae kl 
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Chances are... 


GRANDMAS GRANDPA 
WORE EREIDER SHOES 


e Back in 1894, The A. S. Kreider Co. was making 
good shoes for babies’ feet. Not so many, nor so 
widely sold as today — but basically of the same 


ingredients. 


The principle ingredient is the honesty of the prod- 
uct. You can’t fool people about that for any 
length of time. Our dealers can tell you that par- 
ents believe in the honest value of our products. 
Our dealers know many parents who continually 
choose KREIDER’S KOMFIES or THE KREIDER 
SHOE for their children until they reach 5 years 
of age. Yes, grandparents too, who themselves wore 
KREIDER’S shoes — ask for it for their grand- 


children. 


THERE ARE VALID REASONS FOR 
KREIDER’S CONTINUED POPULARITY 


Counters are wet molded One piece lining 
Felt padded tongue 


Genuine pre-welt construction 


Anatomic correctness 


Chrome leather soles, twice tanned 


Low price + High value 


Let us add that we use only quality materials. As a 
result of all these factors, and many others, consumer 
confidence has been won—and retained—for 54 years. 
When you handle such a product, you will find an 


established market and repeat sales coming your way. 


Your inquiry will be welcomed. 





ADVERTISED in PARENT'S MAGAZINE 


and the AMERICAN WEEKLY 





The A. $. KREIDER C0. 


LEBANON °¢ PENNA. 
DEPT. B 








PANCAKES that sell like Hotcakes | 


FOR IMMEDIATE DELIVERY 








CENT 


WEST 


NE W 





Three hot buys that 
will sizzle right out of your store. 


Made of new Norzon—looks like suede, 
feels like velvet, and wears like iron. 


CORP. 
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YORK, NE W 
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Brockton Area Shoe Exhibit in New York 


New YorkK.—Through the coopera- 
tion of the Brockton area and Boston 
offices of the New Haven Railroad, the 
companies of the Associated Shoe In- 
dustries of Southeastern Mass., Inc., 
are participating in an industrial ex- 
hibit, titled “Main Street, Southern New 
England”, being held at Grand Central 
Terminal, here. 

Preparation to exhibit the quality 
shoes produced in various factories, to- 
gether with arranging the many parts 
of the display, was the responsibility 
of the publicity and development com- 
mittee of the association. This commit- 
tee comprises Deane Alexander, chair- 
man; B. Harrison Cort, William E. 
Doyle, Jr., David Quigley, Charles A. 
Eaton, Jr., Walter J. Avery, Leo 
McCarthy, Richard Harris and John 
W. Filoon. 

Until August 6, the Brockton area 
shoe industry will be a part of the rep- 
resentative Southern New England in- 
dustry that during 1948 has made a 
reality of the statement “New England 
invades New York”. 

The exhibit tells an impressive story 
of New England shoemaking, showing 
a series of expertly prepared, lighted 
displays of all the parts that go into 
a pair of shoes and all of the skilled 
operations necessary to the manufac- 
ture of fine shoes. Brockton area shoe 
workers perform actual operations of 
shoe production. 


Supplementing the display and hold- 
ing the place of honor in the show room 
is an actual shoe wardrobe, worked out 
in conjunction with leading fashion au- 
thorities, with each association member 
contributing its finest shoes to the show. 

The constantly changing exhibits of 
products and machines at work will no 
doubt attract visitors back to “Main 
Street, Southern New England’. Its 
position on the East Balcony, overlook- 
ing the Concourse of Grand Central 
Terminal makes it readily accessible to 
everyone passing through the station. 
It is expected that more than three 
million persons will visit this display 
during 1948 to view “New England— 
A Good Place to Live, Work and Play”. 

The association companies participat- 
ing in this exhibit are: Brockton Boot 
& Shoe Co., Commonwealth Shoe & 
Leather Co., Conrad Shoe Co., W. L. 
Douglas Shoe Co., Doyle Shoe Co., 
Charles A. Eaton Co., Field & Flint 
Co., John Foote Shoe Co., E. J. Givren 
Shoe Co., Howard & Foster, Inc., Knapp 
Bros. Shoe Mfg. Co., Inc., George E. 
Keith Co., Old Colony Shoe Co., M. A. 
Packard Co., Stacy-Adams Co., Stone- 
Tarlow Co., Inc., Thompson Bros. Shoe 
Co., E. T. Wright & Co., Inc., together 
with eighteen cut sole company mem- 
bers. 

In this exhibit, Brockton area’s par- 
ticipation is particularly timely, com- 
ing as it does when other local plans 


are being pushed to advertise and pro- 
mote the merits of this area as a manu- 
facturing center. 





Basement Shoe Department 


Is Modernized 


PHOENIX, ARIZ.—The Wohl Shoe Co. 
department, located in Korrick’s Fash- 
ion Basement in this city, has recently 
been completely remodeled into a very 
attractive and modern-looking depart- 
ment, so designed as to give the appear- 
ance of an individual shop. 

The department is about 50 feet in 
length, with an 8-foot selling space 
which is all utilized due to the hidden 
shelving for stock. Shadow boxes placed 
at intervals along the walls make for 
better displays; and the new recessed 
floor mirrors with lighting are con- 
venient for the customer, as are the 
four full-length mirrors. There are 30 
chairs in chrome, with brown leather 
upholstry. In the women’s section, the 
walls are papered with a green and 
brown plaid. The carpet is rose taupe. 

The children have their own little 


nook, which has much smaller chairs, 


and a juvenile design in the wall paper. 
An X-ray machine has been installed. 

Mrs. Dorothy Crown, the buyer, says 
the gold sandal is very popular and her 
biggest problem is to get eneugh to 
supply the demand. 
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WILLOW CALF 


--- gives the “smooth” took 











Every man’s shoe wardrobe requires a pair of trimly 
tailored oxfords . . . smoothly leathered . . . to 
round out a well groomed appearance. Willow Calf, 
j long favored by men’s shoe manufacturers, 

brings a smart air of sleeky newness to both conser- 
vative and broader-styled patterns, with the 
added assurance of service and value inherent 


in a high quality leather. 





AMERICAN HIDE and LEATHER COMPANY., Bosfon 

















TRADE-MARK REG. 
U. S. PAT. OFF. 


KIWI IS BACK 


—in Unlimited Quantities! 


The KIWI (Kee Wee) is a re- 
markable New Zealand bird. 
Even smaller than a chicken, 
it lays an egg 5 times larger!... 
That's the tip-off on KIWI 
Shoe Polish profits, too! 


THE WORLD’S MOST FAMOUS POLISH 
OFFERS YOU BIG PROFITS AND SURE-FIRE “‘REPEATS”! 





¥%& It means increased sales for you, this news 
that world-famous KIWI Shoe Polish is back! 

During the war millions of servicemen dis- 
covered the magic of KIWI Shoe Polish in 
England and Australia. Never before had they 
seen anything like it! Never before a polish that 
produced a “parade shine” that lasted so long! 
And KIWI helped to “nourish the leather”! 

No wonder the fame of KIWI trickled back to 
the States! And no wonder the supply of KIWI 
in this country was snapped up overnight! 

40 to 50% Profit! 

But now KIWI is back—in unlimited quantities! 
Millions of KIWI-hungry customers will create 
a terrific demand. And that means not only big 
sales—and “‘repeat’’ sales— but handsome 
PROFITS—because profit margins are actually 
40 to 50% on KIWI! 


Powerful Advertising Support! 
A smashing advertising campaign will herald 
KIWI'S return. Watch for details! Order KIWI 
now. Display it! Put it “out front”— where a 
fast-moving 40 to 50% Profit-Maker belongs! 


Available in Black, Dark Tan, Transparent (Neutral), 
Tan, Mid-Tan, Brown, Mahogany, Oxblood, and Blve 


%* Millions of servicemen discovered KIWI in England 
and Australia! They've been calling for KIWI ever since! 





f THESE SUPERIOR 
© FEATURES MEAN MORE 
SALES FOR YOU! 
KIWI contains only the world’s finest waxes. 
KIWI waxes sink deep into the leather — 
keep it soft and pliable in all weathers. 
KIWI gives a longer-lasting shine that“‘comes 
back”’ again and again with just a quick 
brush-up. 
KIWI gives a faster, more brilliant shine— 
keeps shoes well groomed. 
KIWI helps to “nourish the leather.” 
KIWI is used exclusively by many custom 
shoe craftsmen as a fitting finish on 
their finest shoes. They recommend 
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KIWI POLISH CO. PTY. LTD. 


836-844 So. Swanson St., Philadelphia, Penna. 


Melbourne, Australia (Home Office) 


London, England Brussels, Belgium 
Auckland, New Zealand Roven, France 


THE QUALITY ENGLISH STAIN SHOE POLISH 








| Shoe Designer Introduces 
| Line of Matched Accessories 





| 














Vienna, Austria—At the Spring Fair in 
this city, Oskar Lehmann, shoe designer, 
introduced this complete line of matched 
accessories in a golden yellow leather 
combined with dark brown kid. Close co- 
ordination has been achieved. by the use 
of the same leathers, colors and detailing 
in shoe, handbag, gloves, belt, ornament 
and umbrella. 


| 





-length mirrors are placed strategically 
at each end and on three sides of each 
column. 

At the South end, there is a decorative 
cream leather panel, while the North 
end has four vari-sized partially curved 

| display cases with ultramarine back- 
grounds and plexiglass fronts, with 
shoes spotted in them. Lighting is by 
recessed installations. 

The chairs are of blond maple wood- 
work with a near-white leather, orga- 

| mented with brass nailheads. There are 

some 80, grouped in two or three large 
semi-circles chiefly, with fitting stools 
to match. Floor has capacity for about 

100 chairs if needed. The floor manager 

is Howard Whitacre. 


England Moving Toward 
Hide Decontrol 





New Department Opened 
By R. H. Fyfe 

Detrorr.—A new third floor depart- 
ment, devoted to high style women’s 
shoes, was unveiled to the public re- 
cently by R. H. Fyfe and Company. 
Hosts for the occasion were Stephen 
J. Jay, president; G. S. Goodell, vice 
president and general manager; and 
other officials of the company. 

The new floor was designed by Archi- 
tect Henry F. Stanton in a restrained 
modernistic tone, with gray predomin- 
ating. Reached by three passenger ele- 
vators at the center of the West side, 


it is built around a display room about 
30 by 75 feet, with a balcony running 
along the North and East sides. The 
balcony itself is used for stock pur- 
poses only, up to the level of the solid 
railing, so that no stock is visible in 
the display room. 

Carpeting is a French gray, with 
matching draperies on the windows 
which cover practically the entire East 
side. Over-all woodwork is walnut panel- 
ing, running to the high ceiling. A pure 
gray tone is used on the ceiling and 
upper portions of the columns. Either 
end of the West wall has a huge mirror 
about 10 by 15 feet, while several full 


LONDON, ENG. — The 23rd annual 
general meeting of the Hide and Skin 
Shippers’ and Agents’ Association, was 
held here recently when W. E. S. Jot- 
cham was re-elected president. 

In his report, the president said a 
brave attempt was being made by the 
government to rid themselves of further 
responsibility to subsidize the leather 
industry by adjusting prices for hides 
allocated to tanners to the C.I.F. pur- 
chase prices of raw materials made by 
the Hide Division. 

This was the first step towards final 
decontrol and he said he believed that 
the tanners, standing on their own feet, 
would now want to use their own judg- 
ment as to what material they should 
buy and from whom they should buy it. 
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Manufacturing and Markets 


[CONTINUED FROM PAGE 90] 


But, as many industry spokesmen point out, the 
dearth of orders for late deliveries during the early 
season of selling is due primarily to a return to a 
seasonal operation on the part of the retailer, and a 
desire on his part to make his purchases as his need 
arises and to junk his war-inspired habit of making 
purchases far in advance of his nesds. 


New York 
DECIDED improvement in business is reported by 


many New York factories. Since this condition is to 


be found in high price quality houses. the outlook is 
encouraging. In the words of one such manufacturer. 
“We have no right to be too pessimistic.” and, es a 
matter of fact, these manufacturers are much more 
cheerful than they have been since the last week in 
April. According to the same authority, things will 
“shape up to the 1938-1941 level.” Competition is bound 
to become more intense, he feels, and there will be a 
cutting down to actual needs. There will be more 
clearance sales. By July this factory is expected to be 
working up to 80 per cent of capacity. In other factor- 
ies, figures run from as low as 60 to as high as 80 
per cent of capacity. One manufacturer of quality 
style shoes reported 100 per cent of capacity. One man, 
who has recently introduced a novel type of platform 
sole has added a number of new accounts on the basis 
of this one innovation. In spite cf the general optimism 


prevailing, however, manufacturers in this area ad:rit | 
that buying continues to be on a “hand-to-mouth” basis, 


with buyers still showing a very cautious attitude. 
They are anticipating a change in prices, one manu- 
facturer explained, but not a lowering. They are re- 
signed, he says, to their going higher. He and others 
were in accord in hoping that this rise will not occur. 
Shoes going through the factories now are for August 
and September deliveries. 








Although some closed shoes have been ordered for | 


this period, the majority of orders are for opened-up 
patterns. One leading high style manufacturer reports 
65 per cent of his orders for July and August delivery 
in open toe and back shoes with platform soles. Suede 
is the number one leather and black the leading color, 
although some brown and navy are wanted. 

Two leading makers of children’s, misses’ and grow- 
ing girls’ shoes report that they are busy making back- 
to-school shoes for July and August deliveries. One of 
these manufacturers reports interest in a colonial buckle 
pump for children and misses in patent leather and 
brown and black suede. The two leathers, he estimates, 
are selling in equal amounts. Ankle straps in the same 
size ranges in blue and brown suede are also important. 
For school the shark tip oxford continues to be the 
number one best seller, he says. 
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3 Button Control means better performance because 
you see the outline of the whole foot — not only the 
bony structure. It means faster performance because 
you get the whole story at a glance . . . without any 


guesswork. 


ADRIAN'S New angle “Rayscope” construction 
means you see more of the foot in the shoe. The 
dotted line on the above illustration shows what an 
advantage it is to see more than just the toes. 


* ORDINARY X-RAYS SHOW ONLY THE PART 
ABOVE THE LINE. 



















More Value for 
Your Money — 


The Adrian ‘‘Special’’ 
is a deluxe model 
priced in the 
Standord bracket. 


Available in full 
size — or Junior 
models for the 
small store. 

Write for full 
infermation. | 
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Only an expert can quickly spot the difference 
between a mushroom and a toadstool. And that 
difference counts! . . . Sole leathers, too, have 

important differences ...no matter how much 

they look alike. Ic takes the expert skill of 

England Walton craftsmen to recognize similar 

fibre structures at a glance .. . . and to mate them for 
paired flexibility and longer, more even wear. 

That’s England Walton FIBRE-SORTING .. . the 

plus feature that makes good shoes better. 

Today, when shoe-buyers are bargain-minded as 
never before, it’s good business to give them the 

extra value of England Walton FIBRE-SORTED SOLES. 
woosysnws ay $1 dod 2y2 38 200 HHL ) 





Three greatly magnified cross-sections of sole leather. A and B are similar in fibre structure; C is 
noticeably different. England Walton experts will pair A and B,and find a matching fibre-structure for C. 


England Wallon 
FIBRE-SORTED SOLES 


Cut soles and sole leather - Pure oak bark tanned 


England Walton Division 
A. C. LAWRENCE LEATHER COMPANY 


Boston + Camden + Peabody + NewYork «+ St.lovis + Columbus + Milwaukee 
los Ange!es > San Francisco ‘ Ashland, Ky. ° Newport, Tenn. ° Hazelwood, N.C. 
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RECORDER REVIEW OF CURRENT HAPPENINGS 
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April Shoe Production Down Six Million 


Pairage 12 Per Cent Under March Total But Approximately Even 
with April, 1947, Factory Output 


WASHINGTON, D. C. — Footwear pro- 
duction in April was 39 million pairs, 
according to the Bureau of the Census, 
U. S. Department of Commerce. This 
output was 12 per cent less than the 45 
million pairs produced in March but 
approximated the April 1947 production. 

April shipments of 39 million pairs of 
shoes and slippers were valued at $147 
million, an average value per pair 
shipped of $3.78. In March, shipments 


footwear, those manufactured for wom- 
en in April totaled 17 million pairs, 17 
per cent less than the Mareh output of 
20 million pairs. Men’s shoes, sandals, 
and play shoes produced in April totaled 
9 million pairs, 7 per cent less than the 
March output of approximately 10 mil- 
lion pairs. 

Slippers for housewear, produced in 
April, totaled 2.6 million pairs, 7 per 
cent less than the March output of 2.8 
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PRODUCTION OF SHOES AND SLIPPERS 
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totaling 45 million pairs were valued at 
$174 million and April 1947 shipments 
of 39 million pairs were valued at $150 
million. The average value per pair 
shipped in March was $3.91 and in April 
1947 it was $3.87. 

All types of footwear showed reduced 
output in April, in comparison with the 
March production. Shoes, sandals, and 
play shoes, comprising 92 per cent of 
the April footwear output, showed a 12 
per cent production decline, dropping 
from 42 million pairs in March to 36 
million pairs in April. Of these types of 


million pairs. 

’ A shift from the use of all-leather 
soles to other type soles in footwear 
production in April was significant. In 
April, all-leather sole shoes and slippers 
totaled 65 per cent of the footwear out- 
put; 3 per cent less than in March. It 
was also 8 per cent less than in April 
1947 and 10 per cent less than in August 
1947, the peak month for the use of 
leather soles during the past year. The 
shift has been, principally, to rubber 
and rubber composition soles. 





Foot Health Week 
Reported Successful 


ROCKLAND, Mass.—More shoe stores 
than ever before cooperated with this 
year’s Foot Health Week, it has been 
announced by Dr. Joseph Lelyveld, 
Chairman of the National Foot Health 
Council. Well over 20,000 requests were 
filled by the council which have been 
sponsoring this week for 23 years. The 
assortment of material provided was 
sent direct to retailers, and in some in- 
stances through manufacturers of fea- 
ture lines. 

Several attractive new posters were 
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included in the portfolio of promotional 
material. Leaflets on the care of 
children’s feet, the basic rules for foot 
health, and foot exercises, with radio 
talks and newspaper copy made up the 
material sent to shoe stores, chiropo- 
dists, podiatrists, orthopedists, pedia- 
tricians, and health nurses by the coun- 
cil without cost. 

There were numerous radio talks dur- 
ing the week, foot examinations in 
schools, and industrial plants. Service 
clubs in many cities featured the week 
with talks on foot care at Rotary, Ki- 
wanis, Lions, and Exchange clubs lunch- 
eons, as well as women’s clubs. 


IN THE SHOE TRADE 


Business Census to 


Be Taken in 1949 


WASHINGTON.—The United States 
Bureau of the Census—the nation’s 
official gatherer of facts and figures— 
is getting ready to take the first cen- 
suses of business and industry since 
1939. 

The Census Bureau, realizing that 
many business men chart their courses 
well into the future after studying the 
official government reports, has been 
increasingly self-conscious about its 
out-of-date figures since the end of the 
war. 

Tremendous changes have been made 
in the production and distribution sys- 
tems of many industries since 1945. 
Populations have shifted from certain 
areas of the country to others. Business 
as a whole has expanded—both in exist- 
ing and in brand new fields. 

Business organizations all over the 
country—from the U. S. Chamber of 
Commerce to the smallest trade asso- 
ciations—have been after Congress to 
do something about this lag in com- 
mercial statistics. This year the law- 
makers did something—at the urging 
of Representative Harold C. Hagen, 
R., of Minnesota. And President Tru- 
man lost no time in signing Mr. Hagen’s 
bill into law. 

Mr. Hagen says the new law will 
satisfy an urgent need for up-to-date 
information concerning distribution, 
mineral industries, service trades, and 
other business. 

He further points out that the types 
of businesses affected include growers, 
packers, refiners, manufacturers, dis- 
tributors (including wholesalers, brok- 
ers, jobbers, retailers and service es- 
tablishments), firms dealing with mar- 
keting problems (such as market re- 
search agencies, advertising agencies, 
newspapers, magazines, trade journals, 
and broadcasting stations), transporta- 
tion agencies, government agencies, 
trade associations, chambers of com- 
merce, universities, schools, libraries, 
and other groups. 

The new law provides for the first 
such census (except that of manufac- 
tures) to be made in 1949 and in all 
subsequent years ending in 4 or 9. Since 
provision for a census of manufactures 
is made in a current appropriation bill, 
the first census of this type will not be 
made until 1954. 

In the field of transportation, the 
statute provides for the collection and 
publication of statistics from air, rail 
and truck operators, but duplication of 
information collected by such agencies 
as the Interstate Commerce Commission 


[TURN TO PAGE 115, PLEASE] 
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N.S. 7. A. Governors and Committee Chairmen 


CHICAGU. — Norman N. Souther, 
secretary-treasurer of the National 
Shoe Travelers Association, has re- 
leased the following list of members of 
the Board of Governors, regional gov- 
ernors and committee chairmen of the 
association for the year 1948: 


Board of Governors, 1948: 


J. D. Mittelbach, president, Central 
States Shoe Travelers, 539 Ridge Build- 
ing, Kansas City 6, Missouri. 

H. H. Smeltzer, president, Indiana 
Shoe Travelers Association, 1308 East 
Southern Avenue, Indianapolis, Ind. 

Warren F. Crandall, president, Iowa 
Shoe Travelers Association, Ft. Des 
Moines Hotel, Des Moines, Iowa. 

Curtis W. Johns, president, Michigan 
Shoe Travelers Club, Statler Hotel, De- 
troit 26, Michigan. 

Ernest L. Whitney, president, Middle 
Atlantic Shoe Travelers Association, 
1024 Lafayette Building, Philadelphia, 
Pennsylvania. 

A. M. Sullivan, president, Midwest- 
ern National Shoe Travelers Associa- 
tion, 3727 South 48th Street, Lincoln, 
Nebraska. 

E. J. Trench, president, Northwest- 
ern National Shoe Travelers Associa- 
tion, 241 Plymouth Building, Minneapo- 
lis, Minnesota. 

Richard Barnes, president, Ohio Shoe 
Travelers Club, 305 Deshler-Wallick 
Hotel, Columbus, Ohio. 

Harry Harris, president, Pennsyl- 
vania Shoe Travelers Association, Wil- 
liam Penn Hotel, Pittsburgh, Pa. 

John F. Walsh, president, Shoe Trav- 
elers Association of Chicago, 818 Mor- 
rison Hotel, Chicago 2, Illinois. 

George L. Starks, president, South- 
ern Shoe Salesmen’s Association, 42 
Seaward Road, Wellesley Hills, Mass. 

Bud Gerland, president, Southeastern 
Shoe Travelers Inc., 538 Tutwiler Hotel, 
Birmingham, Alabama. 

W. B. Doherty, president, Southwest- 
ern Shoe Travelers Association, 709-710 
Adolphus Hotel, Dallas 1, Texas. 

James R. Thompson, president, West 
Coast Shoe Travelers Associates, Suite 
320 Haas Building, Los Angeles 14, 
California. 

L. L. Imig, president, Wisconsin Shoe 
Travelers Association, Milwaukee, Wis- 
consin. 

National Shoe Travelers’ Regional 
Governors 1948: 

Lester Abrams, Secretary-Treasurer, 
Ohio Shoe Travelers Club, Room 305 
Deshler-Wallick Hotel, Columbus, Ohio. 

E. M. Cousins, executive secretary, 
Southeastern Shoe Travelers, Inc., 538 
Tutwiler Hotel, Birmingham, Alabama. 

George Lawson, Michigan Shoe Trav- 
elers’ Club, 503 Pearl Street, Ypsilanti, 
Michigan. 

Jack R. Levy, Pennsylvania Shoe 
Travelers Association, 415 State The- 
atre Building, Pittsburgh 22, Pa. 

Carl P. Ortlund, Iowa Shoe Travelers 
Association, 2400 North Union, Des 
Moines, Iowa. 

Keith E. Pickrell, vice-president, Mid- 
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Dates to Remember 


Shoe Show, Tri-State Shoe Travelers As- 
sociation, Hotel Statler, Buffalo, N. Y. 


July 18, 19, 1948 
Shoe Show, Baltimore Shoe Club, Lerd 
Baltimore Hotel, Baltimcre, Md. 
July 18, 19, 20, 21, '948 


Shoe Show, Shoe Travelers Association 
of Chicago, Morrison Hotel, Chicago, 
Ul. August 30, 31, September |, 1948 
Monthly Shoe Show, Michigan Shoe 
Travelers Club, Hotel Statler, Detroit, 
Mick. September 12, 13, 14, 
Semi-Annual Allied Shoe Products and 
Style Exhibit, Hotel Belmont Plaza, 
New York City. Sept. 12, 13, 14, 15, 1948 


Official Opening of Leathers for Spring, 
Tanners’ Council of America, Wal- 
dorf-Astoria Hotel, New York. 

September 14, 15, 

Ak-Sar-Ben Mac, Inc., Paxton Hotel, 
Omaha, Neb. October 9, 10, 11, 12, 1948 

Shoe Manufacturers Spring Opening, 
under auspices of Eugene A. Richard- 
son, Hotel New Yorker, New York. 


October 18-21, 1948 
National Shoe Fair, Chicago, Ill. 
October 25, 26, 27, 28, 1948 
Annual Shoe Fair, Michigan Shoe Travel- 
ers Club, Hotel Statler, Detroit, Mich. 
October 3!, Nov. I, 2, 3, 1948 


Spring Shoe Show, Pennsylvania Shoe 
Travelers Association, William Penn 
Hotel, Pittsburgh, Pa. 

November 6, 7, 8, 9, ‘948 

Advance Spring Showing, Southeastern 
Shoe Travelers, Inc., Sheraton Bon Air 
Hotel, Augusta, Ga. Nov. 7, 8, 9, 10, 1948 

Spring Buying Show, Middle Atlantic 
Shoe Travelers Association, Benjamin 
F:anklin Hotel, Philadelphia, Pa. 


November 13, 14, 15, 16, 17, 1948 
Spring Shoe Fair, Michigan Shoe Travel- 
ers Club, Hotels Pantlind and Morton, 
Grand Rapids, Mich. 
November 14, 15, 16, 17, !948 


Semi-Annual Shoe Fair, Ohio Shoe Trav- 
elers Club, Deshler-Wallick Hotel and 
Neil House, Columbus, O. 

November 14, 15, 16, 17, 1948 

Shoe Show, West Coast Shoe Travelers 
Association, Haas Building, Hotels Bilt- 
more and Lankershim, Los Angeles, 
Cal. November 20, 21, 22, 23, 

Spring Style Show, Southwestern Shoe 
Travelers Association, Adolphus, Bak- 
er and Southland Hotels, Dallas, Tex. 

Nov. 22, 23, 24, 25, 

Popular Price Shoe Show, National Asso- 
ciation of Shoe Chain Stores and New 
England Shoe and Leather Association, 
Hotel Commodore, New York. 

November 28-December 2, 


g 


948 





dle Atlantic Shoe Travelers Associa- 
tion, 922 Hamilton Place, Wyomissing, 
Pa. 

J. Rosco Sells, secretary-treasurer, 
Central States Shoe Travelers, 539 
Ridge Building, Kansas City 6, Mo. 

Claude Sheldon, Northwestern Na- 
tional Shoe Travelers, 4114 Wentworth 
Avenue, Minneapolis, Minn. 

J. C. Simmons, Southwestern Shoe 
Travelers Association, 4212 Joyceway 





Street, Dallas, Texas. 

Hilary B. Thrall, secretary, Indiana 

hoe Travelers Association, 1308 East 
Southern Avenue, Indianapolis, Ind. 

Gil Winneguth, West Coast Shoe 
Travelers Associates, 5804 Natiliza 
Avenue, Van Nuys, California. 

Committee Chairmen, 1948: 

J. C. Clark, secretary-treasurer, Bud- 
get Committee, Midwestern National 
Shoe Travelers Association, 3727 South 
48th Street, Lincoln, Nebraska. 

Dave Klinesmith, ex-secretary-treas- 
urer, Insurance Committee, West Coast 
Shoe Travelers Associates, Suite 320, 
Haas Building, Los Angeles 14, Calif. 

Samuel S. Weiss, vice-president, Mem- 
bership Committee, National Shoe Trav- 
elers’ Association, 2276 Glynn Court, 
Detroit 6, Michigan. 

Harry Benningson, vice-president, 
Style Committee, Hamilton-Scheu & 
Walsh Shoe Co., 2107 Lucas Avenue, 
St. Louis 3, Missouri. 

Morris Goldberg, Transportation 
and Baggage Committee, Indiana Shoe 
Travelers’ Association, P. O. Box 773, 
Indianapolis, Indiana. 

Norman N. Souther, secretary-treas- 
urer, Publicity Committee, National 
Shoe Travelers’ Association, Room 412, 
Morrison Hotel, Chicago 2, Illinois. 


Canadian Shoe Production 
Shows Decrease 


MONTREAL.—Leather footwear pro- 
duction in Canada in April amounted 
to 2,983,560 pairs compared with 3,090,- 
967 pairs in March, and 3,404,750 pairs 
in the corresponding month last year, 
according to figures released by the 
Dominion Bureau of Statistics. 

For the four months ended April, pro- 
duction amounted to 11,231,360 pairs as 
against 13,295,536 in the similar period 
of 1947. Of the 2,983,560 pairs made 
in April, 769,628 pairs were soled with 
materials other than leather. 


Air Parcel Post Service 
To Start Soon 


WASHINGTON.—The Post Office De- 
partment is getting ready to get into 
the air parcel post business. Packages 
weighing from 8 ounces to 70 pounds 
will be eligible for the air parcel ser- 
vice, subject to certain size limitations. 

Post Office officials hope to put the 
air service into effect by September 1. 
Legislation authorizing the Post Office 
Department to embark on this new busi- 
ness service was sponsored by Senator 
Langer, Republican, of North Dakota, 
and Representative Rees, Republican, 
of Kansas. 

Limitations specified by Congress 
state that packages accepted for air 
parcel post shipment must weigh more 
than 8 ounces and but more than 70 
pounds, and must measure no more than 
100 inches in length and girth com- 
bined. 
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New Executive to Build 
Membership of Shoe Group 
BOSTON.—tThe election of Freder- 


ick Bloom of Boston to the newly | 
created position of executive director | 
of The 210 Associates, Inc., the benev- 





FREDERICK BLOOM 


olent foundation of the shoe, leather 
and allied trades, was announced re- 
cently by James J. Molloy, president 
of the organization. 

Mr. Bloom, a member of Phi Beta 
Kappa, is a graduate of Brown Univer- 
sity, 1940, where he was advertising 
and business manager of the Brown 
Daily Herald, college daily newspaper. 
After 3 years of service in the United 
States Army overseas, he was em- 
ployed as Eastern sales representative 
of the Saco-Moc Shoe Corporation of 
Portland, Me. 

Mr. Molloy also announced the 
launching of a drive to enlist new 
members to make “The 210” national 
in scope. 

Mr. Bloom will visit the key cities 
of the industry in the near future 
where he will organize local enthusi- 
asts into regional groups. 





Business Census to Be 


Take in 1949 
[CONTINUED FROM PAGE 113] 


is prohibited. Particular emphasis is 
placed on collection of trucking data, 
since the rapid growth of this form 
of transportation has left existing sta- 
tistics sadly out of date. 

Trucking, stated Representative Rees, 
R., of Kansas, is of “growing import- 
ance, not only in the location of in- 
dustries, and the transportation of 
goods, but also in developing and plan- 
ning the highway transportation system 
of the country.” He added that truck- 
ing “has significant application with 
respect to problems which would arise 
in attempting to meet a future national 
emergency.” 

Although the Census Bureau esti- 
mates that it will need about $14,000,- 
000 to tackle the new project, it be- 
lieves that over a 10-year period there 
will be no increased cost, because of 
the reduced number of times the cen- 
sus of manufactures will be taken. 
These latter censuses previously were 
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in comfy, soft-sole 
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Gas love the down-to- | 
earth comfort built into | 
these new soft-sole Balle- 
rinas by Prima. Inthe | 
house or on the street, 
— equally popular— 
and your own sales figures 
will prove it! | 








In addition to listed styles, 
Prima makes soft solesin {| 
one and two-strap Dolle- 
rina styles. Write us for 
details on them. 


in B. There is @ service 
charge of 10¢ per pair on all 
orders for lessthan12pairsof 
a style. Terms—net 30 days. 





I No. 70—Corduroy for Fall in brown, red, green, 
i No. 71—Satin in pink, black or dyeable white, 
No. 72—Faille lined colt in black, white, red or 
| No. 73—Faille lined suede in black, red, green or 


| No. 74—Metallic fabric in gold or silver, $2.35 
| No. 75—Genuine 24-karat gold kid, $4.80; silver 


No. 77—Unlined colt in black, white, red or green, 


| No. 78—Unlined suede in black, red, green or brown, 


| No. 70C—Corduroy for Fall in brown, red, green, 
| No. 72C—Faille lined colt in black, white, red or 
Sizes 5/10 in AA and 3/10 ; No. 73C—Faille lined suede in black, red, green 


I No. 77C—Unlined colt in black, white, red or green, 











Handmade 
Hand-lasted 








i 
4 


STITCHED SOFT SOLE 
grey, beige or wine, $1.85 
$1.85 
green, $2.10 


brown, $2.10 


kid, $4.20 
$1.85 


$1.85 
STITCHED LIGHTWEIGHT CREPE SOLE 


grey, beige or wine, $1.85 
green, $2.10 


or brown, $2.10 


$1.85 


l No. 78C—Unlined suede in black, red, green or i 
i 


brown, $1.85 | 
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taken every two years. 

Representative Michener, R., of 
Michigan, warned the Census Bureau, 
however, to avoid red tape, unnecessary 
questions and burdensome forms in its 
collection of business statistics. “I hope 
that in taking the census some practical 
businessman will have something to 
say about the questions, the answers, 
and the form in which this census is 
taken,” he declared. “This census is for 
the benefit of and the help of our 
businessmen and industry, and if we 
can have more efficiency, less red tape, 
forms, and needless questions, maybe 
some good will come out of this census.” 

Under previous laws, the business and 
population censuses were all taken dur- 


ing the years ending in zero. This threw 
a top-heavy burden on the Census Bur- 
eau during those years. Now, the popu- 
lation census will continue to be taken 
during the years ending in zero, while 
the business censuses will be taken 
during the years ending in 9 and 4. 
This is calculated to reduce peak loads 
in the Census Bureau and spread the 
work load more evenly. 

“As a result of the greater frequency 
of the census of business and the new 
census of transportation provided in 
the bill, businessmen will have informa- 
tion which will enable them further to 
expand American enterprise,” Repre- 
sentative Allen, R., of Illinois, told the 
House during debate on the measure. 
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Boston: Merchont-loveys; St. Louis: Al W. Meier Co.; Philedelphia: Schoenberg Leather Co.; Milwaukee: 
_A. W. Potton; New York City: Bankart & Samuelson; Chicago: J. K. Reynolds Co.; Les Angeles: A.J. & 1. R Cook 








| Baldwin Named President of 
USMC Quarter Century Club 


| Boston. — Allison G. Baldwin of 
| Brockton, former vice-president of the 
Quarter Century Club of the United 
Shoe Machinery Corporation, was elect- 





ALLISON G. BALDWIN 


ed president at the twenty-second an- 
nual meeting held recently at the United 
Shoe Country Club at Beverly, Mass. 
He succeeds Henry Kahlmeyer. 

Other officers elected are: Norman 
L. Wallace, Beverly, vice-president; 
Earl E. Gay, Beverly, treasurer; and 
Joseph A. Kuebler, Boston, secretary. 

New trustees, named to serve until 
1951, are: Henry A. Gruntler, Cincin- 
nati; George F. Hennessey, Milwaukee; 
George J. Jungclaus, San Francisco; A. 
R. Hoar, Beverly; and Lester B. Hooper 
and Edward Kenway, both of Boston. 

Guest speakers included J. Albert 
Tapp, president of the Quarter Century 
Club of Canada; and Daniel E. McLean, 
| mayor of the city of Beverly. 








4, Named Publicity 


Representative 


New York.—J. & J. Slater have 
announced the appointment of Ruth 
Hammer Associates as their publicity 
and fashion promotion representatives. 
| Miss Hammer formed her own business 
last September after six years with 
Lord & Taylor as Director of Fashion 
Publicity and Fashion Promotion. Her 








Joan Bennett’s Daughters 
Choose Shoe Wardrobe 


Los ANGELES.—The recent furor in 
the Westwood Children’s Bootery, West- 
wood Village of Los Angeles, had a 
very good cause. Actress Joan Bennett, 
starring in Acrobat Shoe Company’s 
Fall advertising campaign, brought her 
two daughters to the bootery for their 
Fall shoe fitting. 

According to Jack Schulz, owner of 
the Westwood shop, Melinda’s Acrobat 
shoes for Fall are all pre-teen styles, 
also available in the regular line. She 
chose black suede with gold ankle strap, 
red with double ankle strap and the 
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same style in brown, plus tan and white 
two-strap saddle, and brown two-strap 
loafer. 

Six-year-old Stephanie’s selections 
were all tot styles. For Fall, she will 
have a complete shoe wardrobe in the 
Baby Doll pattern—white, black patent, 
red, and brown suede. In addition, she 
chose brown and white two-strap saddle 
and white plain toe in oxford and high 
shoe. 

These two young ladies can be seen 
with their mother in ads in Vogue 
(August 1) and Parents Magazine 
(September and October). In addition, 
leading metropolitan newspapers will 
carry Joan Bennett ads for Acrobat. 


other accounts include Labtex Fabrics, 
Heim Jeunes Filles and Miss Swank 
Slips. 





Kansas City Store 
Being Remodeled 


KANSAS CITY, MO. — The Edison 
Brothers Stores, Inc., which has leased 
a 3-story building at 1122 Walnut 
Street until 1957, is modernizing and 
altering the building for occupancy of 
the company’s Baker Shoe Store. 

A new front will be built for the 
structure, which has a 24-foot frontage 
in the downtown “diamond block.” Other 
extensive modernization will also be 
done. 
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Three studies in value—the El Chico casuals 
all set for a fast moving Fall season . . . Cali- 
fornia construction, topped with new Norzon— 
looks like suede, feels like velvet, wears like 
iron . . . Order today for immediate delivery. 


PUT EZ Chea (WTO YOUR FALL PROETT PUCTURE 






















Black Norzon. 


26 — 
“ Medium width 4 to 9. 











CENTRAL SHOE CORP. 





WEST NEW YORK, NEW JERSEY 





Los Angeles Police Tracing Stolen Shoes 


Los ANGELES. — The Los Angeles 
Police Department requests those in the 
shoe trade to be on the lookout for shoes 
and leather stolen from Studio Shoes 
of California, a local manufacturer. 
Accompanying is a description of the 
goods stolen. 


6981 6640-G 24 
7115 830-621 24 
7059 6601-1 24 
7096 P73-727 24 
7079 P73-727 24 
7090 P23-712 48 


The leather taken consisted of white 
suede kid, red suede kid, black suede 


kid, and gold kid. 

Any persons having any information 
relative to the above described goods 
should immediately inform either W. 
C. Hull or H. W. Sager, Los Angeles 
Police Department, University Detec- 
tive Bureau, 809 W. Jefferson Blvd., 


Gold Kid Studio Shoes 
Gold Kid Holiday’s Citations 
White Mericain Studio Shoes 


White Suede C. H. Baker 
White Suede C. H. Baker 
Gold Kid C. H. Baker 


Los Angeles. Phone MIchigan 5211, 
Station 2531. 





Increased Insurance for 
Kinney Employes 


New YorkK.—The G. R. Kinney Co., 
Inc., shoe retailers operating stores in 
thirty-seven states and the District of 
Columbia, with headquarters here, has 
revised its employes’ group insurance 
program, according to announcement 
made by George L. Smith, president. 
The plan is a mutual undertaking by 
the employer and employes, with the 
employes contributing fixed amounts 
through deductions from their pay and 
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the employer bearing the balance of the 
net cost. 

Underwritten by the Metropolitan 
Life Insurance Company, the plan as 
enlarged, provides increased amounts 
of life insurance and sickness and ac- 
cident coverage for the store, office, and 
warehouse employes without additional 
employe contributions. Visiting nurse 
care and the distribution of pamphlets 
on health conservation and accident pre- 
vention are also included in the pro- 


gram. 


N.E.S.F.S.A. To Hold 
Clam Bake 


Boston. — Announcement has been 
made by the New England Shoe Fore- 
men and Superintendents’ Association, 
Inc., that a clam bake and golf tourna- 
ment will be held on July 24 at the 
Rochester Country Club, Route 125, 
Gonic, New Hampshire. Tee off time 
10:00 A.M. Dinner 3:00 P.M. This is 
the first event to be held under the 
direction of regional committeemen 
operating under the new plan an- 
nounced recently by the N.E.S.F.S.A. 

Regional Chiefs Jack Coulombe and 
Nathan Spiro expect a large turnout. 
All reservations should be addressed to 
Jack Coulombe, 10 Forest Ave., Dover, 
N. H. 


Shoe Store Ties In 
With City Celebration 


SCHENECTADY, N. Y.—In a recent 
issue of the Schenectady Union-Star, 
dedicated to that city’s celebration of 
its sesquicentennial anniversary, the 
Kelley-Mills Company, which operates 
the Walk-Over Shoe Store here, took 
advantage of the opportunity to tie 
in its advertising by reproducing an 
advertisement run by the firm 34 years 
ago and adding institutional copy 
brought up to date. 
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$1.90 


THE COLLARETTE 


Brown No. 1001 
Red No. 1002 
Blue No. 1003 


Sizes 5-3 
Full and Half Sizes 


FOR EXTRA VOLUME 


SURREY FOOTWEAR. IN 
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143 DUANE STREET 


URREYS BIG 


IN CHILDREN'S 
LEATHER SLIPPERS 
THREE COLORS—THREE STYLES 


Take Your Choice of Three Colors in Three Styles for 
Your Juvenile Department . . 
One 
Style... 


2 


. Order One Pair or 
ed... Always in Stock ... Always in 
From Size 5 in Infants, to Size 3 in 
. All Smooth Leather Upper, Hard 
Flexible Leather Soles . . . In Full and 
Half Sizes . . . Wedge Heels . . . A Gay 
Plaid Cloth Lining and Sturdy Box 
BOO . 5 0 


undr 


Misses .. 


$1.45 


THE STEP-IN 
Brown No. 1007 
Red No. 1008 
Blue No. 1009 


Sizes 5-3 
Full and Half Sizes 


THE SHEARLING 
Brown No. 1004 
Red No. 1005 
Blue No. 1006 

Sizes: 5-12 
Full and Half Sizes 


With matching natural 
Shearling Collar . . . These 
zipper slippers have what it 
takes to collar additional sales 
- ..- Up your volume and 
profits . . . 


EXTRA VALUE 


C. 


NEW YORK 13, 











New Owner Renames 


Noble Shoe Store 


DETROIT, MICH.—The former Noble 
Shoe Store at 17729 Grand River Ave- 
nue in Northwestern Detroit has been 
taken over by Archie L. Van Meter, un- 
der the new name of Van’s Quality 
Shoes. The other Noble Shoe Store on 
Livernois Avenue remains in the hands 
of the family estate, following the 
founder’s death some months ago. 

Mr. Van Meter has been in the shoe 
business here for 33 years, and has 
been with the W. C. Thompson Store 
for the past 12 years, but this is his 
first independent venture. 


Shoe Store Celebrates 
Twelfth Anniversary 


CASPER, WYO. — The Phil Woods 
Shoe store, 117 East 2nd Street, here, 
recently celebrated its 12th anniversary 
with a special sales event. Opened in 
1936 as a general family shoe store by 
Phil Woods, a controlling interest in 
the business was purchased early this 
year by Walter Wolford, who came to 
Casper as store manager in 1941. He 
is now operating the store as an inde- 
pendent, home-owned establishment, 
featuring nationally advertised brands 
for the entire family. 


Opens Upstairs Store 
In Office Building 


Fort WortTH, TEXx.—R. E. Malone, 
who has been in the retail shoe business 


| in the Southwest for 18 years, has 
| opened a new family shoe store on the 


R. E. MALONE 


third floor of the Dan Waggoner Build- 
ing here. He has stocked what he calls 
“specialized footwear”—lasts and styles 
particularly adaptable to various foot 
types—in an extremely wide range of 
sizes and widths. 

There are show windows facing the 
corridor and the interior has many 
modern features: fluorescent lighting 
in the store as well as in the show cases, 
air conditioning, pale green walls, 
chrome chairs and fitting stools up- 
holstered in red and blue leather, and 
a wall-to-wall carpet in canyon rose. 


| Opens Children’s Shoe Store 


In New Section 
DeEtTROIT.—A modern children’s shoe 


| store, Symm’s Children’s Shoes, has 


been opened as the pioneer push of the 
shoe business into a new and rapidly 
developing section of Northwest Detroit, 
at 16309 West McNichols Road. The 
owner, Robert F. Symms, is the first 


| shoeman to venture into this virgin 
| territory. 


The store is in a one-story building, 
with side entrance construction, and 
low front windows giving full opening 
to the store from the street. The sales 
room is about 25 by 35 feet, with all 
stock concealed in the rear. 

The salesroom has apple green side- 
walls, with blonde wood panel wall in 
the rear, and a service desk at the mid- 
dle. About 20 simulated red leather 
spring steel chairs are used, with those 
in the center, placed back to back, 
trimmed with gold edging, while those 
at the side have tan upright cushions. 
Several modernistic glass shelf display 
racks on steel uprights are placed 
around the room and in the window. 
X-ray fitting machine is at the rear. 

Mr. Symms was formerly with vari- 
ous shoe stores in Chicago. 
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Live-Wire Shoe Salesmen 
who can Handle Extra Lines | 


If your house permits you to handle extra lines, here’s 
an opportunity to increase your income through the 
liberal commissions earned on the sale of Fairy Shoe 
and Hosiery Forms to your regular accounts. 

Fairy Forms have been the standard in the trade 
for 25 years. Their record is proved by sales ex- 
perience in thousands of stores throughout the country. 
A strong acceptance and many easily demonstrated 





sales advantages make them easy to sell. 


For complete information, write to 
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THE FINEST SHEARLING 
MONEY CAN BUY... LASKINLAMB 
For outdoor footwear ... fireside slippers, there 


is nothing to equal the luster, depth, and 
warmth of this first and finest of all dyed lamb. 


lashinlaml 


Owen W. Comstock, Sales Manager 


SHOE FORM CO. INC., Auburn. N.Y. 


—_  ——< 








J. LASKIN & SONS CORP., 130 WEST 30th ST., NEW YORK 1, N. Y. 
FACTORIES: MILWAUKEE, WISCONSIN 








Charles H. Feltman 


Cuicaco.—Charles H. Feltman, one 
of the founders of Feltman & Curme 
Shoe Stores Company, of Chicago, died 
June 25 in the Evanston hospital. He 
was 66 years old. 

Mr. Feltman was born in Richmond, 
Indiana, where he started in the shoe 
business in 1896 by working in the 
shoe store of Fred Lahrman. He went 
into business for himself with the 
Richmond Shoe Company in 1905. With 
Arthur A. Curme as his partner, he 
founded the present firm of Feltman 
& Curme in Indianapolis in 1911, mov- 
ing to Chicago in 1917. Mr. Curme re- 
mained his partner until his death in 
1944. 

Funeral services were attended by 
many leaders in the shoe industry. 

A daughter, Elizabeth A.; and two 
sons, Roland D. and Paul V., survive. 





Edward Cassady 


BraziL, IND.—Edward W. Cassady, 
66, former shoe store proprietor in 
Spencer, Indiana, and later in Brazil, 
died recently. He had retired from 
business in 1940. He is survived by his 
widow. 
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Obituaries 





Frank J. Weber 


CINCINNATI, O.—Frank J. Weber, 72 
years of age, a shoe salesman, died of 
a heart attack recently at his home 


FRANK 





here. A native Cincinnatian, he was 
associated with the Weber Shoe Com- 
pany of North Adams, Mass., for thirty 
years, and since 1932 was employed by 
the Miller Shoe Company as a salesman 
in parts of Indiana, Kentucky. West 
Virginia and Ohio. 

Mr. Weber was secretary-treasurer 
of the Cincinnati Association of the 
National Shoe Travelers, Inc, a 


Shriner, 32nd Degree Mason of NC 
Harmony Lodge, and a member of the 
United Commercial Travelers Associa- 
tion. 

He is survived by his widow, Mrs. 
Viola H. Weber, and a brother, Harry 
R. Weber. Services were conducted at 
the Charles A. Miller Sons Funeral 
Home, Northside, and burial was at 
Spring Grove Cemetery. 





J. W. Nelson 


NEBRASKA CITY, NEB.—Funeral 
services were held here for J. W. (Will) 
Nelson, 86, pioneer shoe merchant of 
Nebraska City, who retired from active 
business 10 years ago. He died in 2 
local hospital, recently. A daughter, 
Lillian Nelson, survives. 





Frank M. Buchheit 


BUFFALO, N. Y.—Frank M. Buchheit, 
75, who at one time operated a shoe 
factory in Winchester, N. Y., died re- 
cently at the home of a son after a 
brief illness. The shoe factory was de- 
stroyed by fire some years ago. Mr. 
Buchheit also served as a leather sales- 
man for a time. 
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Don L. Burton 


SACRAMENTO, CALIF.—Don L. Burton, 
head of the Don Burton Shoe Stores 
of Stockton and Sacramento was killed 
recently in an auto accident when his 
car went over an embankment on the 
Placerville-Lake Tahoe highway. 

Mr. Burton was born in Iowa in 1907 
and has been in the shoe business for 
more than 15 years having two stores 
in this city and one in Stockton. His 
brother, Marvin Burton, operates sev- 
eral shoe stores in Superior, Calif. His 
widow, Mrs. Mary Burton, and twin 
children, Don and Joyce, survive. 





Shoe Man Leaves 
Large Estate 


CHICAGO.—The estate of the late 
William J. Corbett, president of C. W. 





Marks Shoe Co., Chicago, has been es- | 


timated at $500,000 in a petition to 
admit the will to probate on file in Pro- 
bate Court. Mr. Corbett, veteran shoe 
man, died May 27 at the age of 75. 


His widow, Mrs. Laura E. Corbett, was | 


named principal beneficiary. ~ 


He also left $40,000 to Notre Dame | 
University of which he was a trustee | 


and $5,000 to the Catholic Charities. 





John R. Larimore 


Fort WAYNE, IND.—John R. Lari- 
more, 57, prominent in the shoe business 
here for more than 30 years, died re- 
cently of heart trouble at his home here, 
after a year’s illness. 





James L. Kern 


St. Louts.—James Leo Kern, a sales 
representative of the Peters Shoe Co., 
Division of International, died recently 
in Montgomery, Alabama. He was 58. 

A member of the Peters Million Dol- 
lar Club, Mr. Kern had been associated 
with Peters since 1920, and had ship- 
ments in excess of five million dollars 
credited to his account. 

Funeral services were held at Green- 
ville, Alabama, where he was born on 
January 13, 1890. He is survived by a 
brother and three sisters. 





Charles S. Herzberg 


VISALIA, CALIF. — Charles S. Herz- 
berg, of 714 Goshen Avenue, Visalia, 
Calif., manager of the Visalia store of 
Kirby Shoe Stores, a large West Coast 
chain, died recently after an illness of 
several weeks. He was 49 years old. 
Surviving are his widow, Mrs. Hazel 
Herzberg; and a son, Charles S. Herz- 
berg Jr., both of Visalia. 





Sidney Woolf 





GREENVILLE, Miss. — Sidney Woolf, 


76-year-old retired shoe merchant who 
established the Star Shoe Store at 
Washington Avenue and Poplar Street, 
Greenville, died at his home here re- 
cently. 

He was a native of Bryan, Texas. 
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Increased sales with less stock inventory . . . bigger 
profits with lower inventory risk . . . faster turnover and 
better stock control . . . all made possible for you 
through 40 TRADE BUILDER wholesale distributors 
whose over-night service covers every foot of the country 
from coast-to-coast. For shoe values that beat the 
toughest kind of competition . . . and for “fill-in” serv- 
ice that beats anything you’ve ever experienced .. . 
TIE UP WITH TRADE BUILDERS. 


BUD: Genuine Black Kid 
oxford, steel arch support, 
half rubber heel and Oak- 
bend sole. 
Width Sizes 

0-1 7 to 12 

1-2 7 to 12 

2-3 6 to 12 

3-4 5 to 12 

45 5 to 12 

6-7 5 to 12 
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Sponge Rubber Innersoles § 
on the market today! That’s all we make! 
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ig That's why... 
Scott's Gm 
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of course! kie 
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Here’s another quality Scott item that your 
customers will like better. Finest type of super- the Quality Moceéasin 
soft sponge rubber . . . improved topping ma- 
terial, durable, perspiration-resistant, will not . . A 
crack or tear. Outstanding in service and good at the Quantity Price 
looks. Cushions the foot—like walking on air. 4 
Recommend to folks who stand or walk a lot. $3.95 retail. 
Stock No, 702 $5.40 Per Dozen Pairs 
WRITE Eso nag ene 
for catalog SHOE DEPARTMENTS 
showing re for men, women, boys and girls 
complete 
line. 
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About Shoe People 


Gerard Champagne has been ap- 
pointed sales manager of the Lagle 
Shoe Co., Ltd., Montreal. Sales repre- 
sentative with this firm for the past 
10 years, he is well-known in the shoe 
trade, was formerly a director of the 
Canadian Footwear Travelers Asso- 
ciation. 

* x ~ 

E. Epstein recently announced that 
he has sold complete interest in the 
Shoe Bar at 574 San Mateo Ave., San 
Bruno, Calif. Mr. Epstein also an- 
nounced the opening of his new store 
at 705 Camino Plaza, San Bruno, which 
will operate under the name of Plaza 
Bootery. 

~ * x 

A. E. Dinnage, who was formerly 
manager of the shoe department at 
Saxone-Sorosis on the Strand in Lon- 
don, England and who has been in 
this country since September, 1947, has 
opened a family shoe store at 1297 
North Lake Ave., Pasadena, Calif. The 
store will operate under the name of 
Chelsea Shoe Store. Mr. Dinnage was 
also in the retail shoe business in 
Morden, England. 


+ * 


Robert S. Allen has _ purchased 
Heart’s Shoe Store at 1007 Fair Oaks, 
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South Pasadena, Calif. He has changed 
the name to Allen’s Shoe Store. Mr. 
Allen has been selling footwear in the 
Southern California area for the past 
seven years. 

x * * 

Harry Fisher, who operates the 
Thrifty Shoe Mart at 8612 South Fer- 
mont Ave., Los Angeles, Calif., has 
just opened a factory sample shoe store 
at 602 South Western Ave., Los An- 
geles. 

x x ~*~ 

William Duga who formerly operated 
Swankies Shoe Mfg. Co. of Los Angeles 
is now covering the West Coast for 
the Bone-Dry Shoe Co. of Tacoma. He 
has offices in the Haas Building. 


* x * 


William Briefer, owner of Briefer’s 
Family Boot Shop in New York City, 
has informed friends that his daughter, 
Shirley, will be married soon to Carl 
Weissbaum. 

* * x 

Mr. and Mrs. Ray Leese have recent- 
ly taken over the Palizzio shoe and 
handbag line. Mr. Leese will travel the 
Mid-west territory and handle the shoe 
line, with Mrs. Leese traveling with 
him. Both were formerly with Thomas- 
etti Shoes of St. Louis. 


Morris Radner, who was for ten years 
shoe buyer for Seigal & Freed, has 
recently joined Meltzer Footwear, Inc., 
New York City, manufacturers of 
women’s California casuals and slippers. 
Mr. Radner will do the styling and also 
sell throughout the country. 

x * * 

Grafton N. Hull has joined Berlands 
in their new store in Madison, Wis- 
consin. He was formerly with Feltman 
& Curme. 

. es 

Joseph F. Phillips and Frank N. 
Jarvis have been promoted to assistant 
buyers in the new and enlarged wo- 
men’s shoe division of Halle Bros. Co., 
Cleveland, Ohio department store. 

= ~*~ * 

Louis Snyder has announced the op- 
ening of a family shoe store at 591414 
Whittier Blvd., Whittier, Calif. Mr. 
Snyder, who is assisted by his wife, 
Ethyl, in the store, formerly operated 
a children’s shoe concession in Nelson’s 
Department Store in Whittier. 

* x x 

Max M. Levine has opened a new 
family shoe store at 5227 East Second 
St., Long Beach, Calif. Operating under 
the name of Alan’s Shoes, the store 
will carry all nationally advertised 
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GRINNELL SPORT OXFORDS Brown, Black or Red Saddles with white Nap 
ARE EASY SELLERS FOR CASUAL Sait tone. Fics Sle <- ee cee ae Bh 


8/8 heel height. Long wearing — Easy fitting. 





of school age girls. 








Cash in on these “back to school” sales with Grinnell shoes — 
they are basic — yet keyed in design and color to the demands 


Take advantage, too, of Grinneil’s same-day service on stock 
orders. Put your sport shoe inventory on a one week basis. 
Handle bigger volume with half the investment. 


(ential SHOE COMPANY crinneéLL, iowa 


AND CAMPUS WEAR $5.95 retail suggested. 








Write today for details of this same 
day service and our catalogue. Samples 
on request. 


Dealorsa 














will’ carry all nationally advertised 
lines of footwear. 

Mr. Levine formerly owned and op- 
erated Michael’s Bootery in North Long 
Beach, Calif., which he recently sold. 

te £ 


For the second successive season, the 
British Walker bowling team of the 
J. P. Smith Shoe Co., topped the United 
Shoe Workers (C.1.0.) bowling league. 
The ace-team finished with 75 wins as 
against only 27 losses — eleven games 
ahead of the runners up. The team 
average for the 102 game season was 
172. 

* * * 

In order to provide additional special 
entertainment for members, the Chi- 
cago Shoe Club has announced a bridge 
tournament and gin rummy tourna- 
ment. It is planned to begin the series 
the first Wednesday evening after 
Labor Day and entries are now being 
accepted. The entry fee is $1. There 
will be prizes each evening of play. 
Charles G. Lindemann is chairman of 
the entertainment committee. 

x x * 


Sidney Sandler, treasurer and busi- 
ness manager of Beleganti Shoes, Inc., 
was married on July 4 to Miss Shirley 
Douglas of Boston. They will reside in 
New York City after a short honey- 


moon. 
* * * 


Robert C. Erb, president of the J. F. 
McElwain Co., shoe manufacturers, of 
Manchester and Nashua, N. H., was 
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named as a new member of the cor- 
poration at the annual meeting of the 
New Hampshire Society for Crippled 
Children and Handicapped Persons 
here. 

* * 

Announcement has been made of the 
coming marriage of Paul E. Drowne, 
Jr., who is associated with his father 
in the shoe manufacturing business in 
Manchester, N. H., and Miss Barbara 
Ann Blood of Portsmouth, N. H. Both 
are Manchester high school graduates. 

* os ~ 


Frank C. Knapp, assistant treasurer 
of Endicott Johnson Corporation, En- 
dicott, N. Y., has been installed as 
president of the Endicott Rotary Club. 


x * * 


Herbert Marxmiller, who represents 
the Brief Shoe Company of California, 
has closed his offices in the Haas 
Building as he intends to do an exten- 
sive amount of traveling. When cov- 
ering the local trade, Mr. Marxmiller 
will display in sample rooms in the 
Biltmore Hotel here. 

x ca = 

Announcement has been made of the 
engagement of Miss Marjorie Jean 
Brasselle, of Columbus, Georgia, to 
Harry Ross Malloy, also of Columbus. 
Mr. Malloy is connected with the Beck 
Shoe Company in Columbus. 

= * *~ 

Roy Willis of the women’s shoe de- 
partment, was honored by the J. L. 
Hudson Company, Detroit department 


store, on the occasion of his 25th anni- 
versary with the firm. 


e £ <« 


Ray Roberts of the women’s style 
department of the General Shoe Cor- 
poration, Nashville, has joined the Su- 
perior Pattern Co., St. Louis. He will 
design shoes and do contact work for 
Superior. 

* a ad 

Joseph Berger, former owner of the 
Jay Dee Shoe Store in Braddock, Pa., 
recently opened a self-service shoe 
store at 5558 Santa Monica Blvd., Los 
Angeles, Calif. 


e<-* @ 


Al Doyle, formerly representative for 
the Charles A. Eaton Co., Brockton, 
Mass., has resigned from that position 
and is now representing the Gardiner 
Shoe Company, of Gardiner, Maine, in 
Chicago and Illinois. 

a os = 


John H. Cord, operator of a shoe 
store in Okmulgee, Okla., and former 
buyer in a shoe department of the 
Jones Store Company, Kansas City, 
Mo., was married recently to Beatrice 
Frances Ellenbecker, Topeka, Kansas. 
The wedding took place in Kansas City, 
Missouri. : 

* * ca 


Bob Pizer, formerly with the Ply- 
mouth Shoe Company of Middleboro, 
Mass., has recently taken over the 
North Side territory of Chicago for 
Lester Pincus of Chicago. 
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IMMEDIATE 
Style 572 DELIVERY 
Sizes 2/12 Warehouse facili- 

ties in key cities 


throughout the 
country, insure 
prompt delivery. 





DISTRIBUTORS IN KEY CITIES 


I, zoek Boston, Mass. 
Krohngold Ros Co... Cleveland, Chio 
Boston Shoe Co. ieee Los Angeles, Calif. 


B. Rosenberg & Sons... ..New Orleans, La. 
Harper & Kirschten Shoe Co... Chicago, tH. 
RS YY eae ee “Rochester, ee 





C. A. Bachman, 3737 Dupont Ave., Minneapolis, Minn. | 


Immediate delivery from above sources. 


Write to distributor nearest your city or 
direct to factory for catalog and prices. 


S 





IT IIa ne nn Ot te ae Oe ry. AL a me a Mt a te ny 
a 


(L4-4-2 
a 


wee al 





a a TH a KT ong OO 


For Higher PROFITS a The 
= They 
Wan NZ ck 


Rae 


yi s Finest Boots 


4 generations of Hyers have produced boots 
unequalled for quality, craftsmanship, style. 
Hyer is known the country over for QUICK 
CUSTOMER ACCEPTANCE! Hyer makes 
America’s most-wanted boots. Reason? 
They give long service, plus unmatched 
comfort...only top quality 

, premium leather is used. 
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All-Glass Front Puts Entire Store 
on Display 

WHEN the Perry Shoe Company of Boulder. Colorado, 
celebrated the installation of a beautiful new glass front, 
a gala occasion was made of the event. Floral tributes 
sent by other business firms in the University town be- 
spoke the popularity of the shop. For days following 
the open house, streams of customers and well-wishers 
passed through the beautiful glass entrance. 

Ever since Lee M. Perry bought out the La Torra 
Shoe Company in January, 1942, he had been working 
toward this day, when he could realize a long-time 
dream—that of providing for his city and the surround- 
ing country a thoroughly up-to-date shoe store. The real- 
ization has fully come up to his expectations. 

In the remodeling the rear wall was pushed back, 
placing the office behind the rear shelves, providing 12 
feet more store space there. The interior was refurn- 
ished; panels high on the walls were painted cream 
to contrast with the buff background, new rugs in har- 
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mony with the rest of the furnishings, and chairs, cen- 
tral display unit and fitting stools in attractive cream 
leatherette were installed. The important improvement, 
however, is in the front wall and the show windows. 

A full-vision streamlined front is of Herculite glass, 
extending from floor to ceiling, with aluminum trim and 
glass door-openers. The show windows slant back a few 
feet from the wall, leaving an unobstructed view of the 
interior including the new glass showcases just inside 
the wall. Mr. Perry is convinced that the view into the 
store draws great numbers of window-shopping 
passersby. 

The interior has two full-view panel mirrors (on 
doors which open to more shoe shelves), and modern 
X-ray equipment. 

Mr. Perry is no newcomer to the shoe business. When 
he was 16, he started working in the Brown Shoe Store 
at Shenandoah, Iowa, where his brother is manager. 
While attending high school, he worked afternoons and 
Saturdays in the shoe store. Later he worked in a shoe 
store at Cheritan, Iowa, and still later he managed a 
shoe store for three years, at St. Joseph, Mo. 

Then came a salesmanship course, after which he 
went back to work for his first employer at Knoxville, 
Iowa, this time as a partner. The partnership lasted for 
nine years. Simultaneously he had part-interest with Mr. 
Brown in stores at Atlantic and Creston, Iowa. 
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Opens Shoe Department 
In Specialty Shop 

Los ANGELES, CALIF.—Irving N. 
Sigal has announced the opening of his 


shoe and accessory department in Es- 
telle McKenzie’s exclusive women’s 





IRVING N. SIGAL 


specialty shop at 3136 Wilshire Blvd. 
Mr. Sigal is featuring his own brand 
of shoes, named Krevoy Walkease, 
which he carries in sizes 4 to 11. 

Mr. Sigal was formerly buyer for 
the Lane Bryant shoe department in 
New York City. 


September to Be 
Child Foot Health Month 
ROCKLAND, Mass. — The National 


Foot Health Council is sponsoring Child 
Foot Health Month during September, 
in order to inform parents through 
radio and newspaper announcements 
that it is important to have children’s 
feet remeasured and fittted with correct 
size shoes and hosiery before they re- 
turn to school. 

During the Summer months children’s 
feet grow rapidly in play shoes, and it 
is essential to the proper development 
of their feet that new leather school 
shoes be fitted large enough to provide 
for the Summertime foot growth. 

Child Foot Health Month will also 
be the focal time to request school phy- 
sicians to include the examination of 
the feet in the Fall health check-up. 
The council is sending out a special 
bulletin to school physicians and health 
nurses, and posters for the classrooms, 
showing that outgrown shoes and 
hosiery cause foot troubles. 

Massachusetts was the first state to 
adopt legislation requiring the annual 
examination of children’s feet by 
doctors. This legislation was sponsored 
by Dr. Joseph Lelyveld, chairman of 
the National Foot Health Council. Two 
other states have since adopted similar 
legislation—Rhode Island and Califor- 
nia. During the recent Foot Health 
Week a letter was sent by Dr. Lelyveld 
to all governors and health departments 
throughout the country requesting regu- 
lations or amendments to child health 
laws to require the examination of chil- 
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PRIMA 
BALLERINA 
(hard sole) 





DOLLERINA 
(hard sole) 





BALLERINA 
(hard sole) 













PRIMA. Hime... 705 Ann St., Columbus 6, Ohio 


P No. 122—Smooth colt leather in black, white, red or green, $3.00 

No. 123—Soft suede in black, red, green or brown, $3.00 

No. 120—New pinwale corduroy for Fall, in brown, red, green, 

e beige, wine and grey, $2.85; also in black Faille, black 
Moire and black velvet, $2.85 

No. 121--Sleek satin in pink, black or dyeable white, $2.85 

No. 124—Distinctive metallic fabric in gold or silver, $3.45 

No. 125—Genuine 24-karat gold kid, $6.00; silver kid, $5.50 


PRIMA No. 132—Smooth colt leather in black, white, red or green, $3.45 
No. 133—Soft suede in block, red, green or brown, $3.45 

No. 131—Sleek satin in black or dyeable white, $3.30 

No. 134—Distinctive metallic fabric in gold or silver, $3.90 

No. 135—Genvine 24-karat gold kid, $6.50; silver kid, $6.00 


No. 42—Smooth colt leather in black, white, red or green, $3.90 
No. 43—Soft suede in black, red, green or brown, $3.90 

No. 4]—Sleek satin in black or dyeable white, $3.60 

sais No. 44—Distinctive metallic fabric in gold or silver, $4.20 


No. 162—Smooth colt leather in black, white, red or green, $3.00 
No. 163—Soft suede in black, red, green or brown, $3.00 


All styles full barefoot Faille lined, with 
drawstring for better fit and appearance. Sizes 
5/10 in AA and 3/10 in B. There is a service charge 
= of 10¢ per pair on all orders for less than 12 pairs 

of a style. Terms—net 30 days. 



































One-strap style 


Two-strap style (not illustrated) 


HANDMADE + HAND-LASTED 





dren’s feet when doctors and nurses 
conduct the health examination of the 
children. 

Child Foot Health Month, according 
to the National Foot Health Council, if 
properly observed by schools, podia- 
trists, chiropodists, orthopedists, and 
pediatricians, will cause foot defects to 
be recognized and corrected at an early 
age, improving the physical fitness of 
future generations. 

Shoe retailers handling children’s 
shoes are especially invited to cooperate 
during Child Foot Health Month. 
Posters for window display, leaflets on 
the care of children’s feet, and radio 
talks will be provided by the National 
Foot Health Council, Rockland, Mass. 


Canadians Like “Bold Look” 
In Men’s Shoes 
MONTREAL, QuE. — An increasing 


number of Montreal’s men-folk are 
swinging to the new below-the-cuff 
“bold look” according to the sales sec- 
tion of Brown’s Shoe Shop, here. 

The current seasonal trend, they say, 
is strongly towards all kinds of sport 
shoes and the demand for the new, 
triple-soled shoe is growing rapidly. 

Various shades of brown and ox- 
blood red have almost completely dis- 
placed black in men’s footwear and 
thick leather thongs are proving a 
popular substitute for laces. 
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$4.30, 2% ten days. 


Manufactured by 


CLAUSEN & COMPANY 


CHARLOTTE, N. C. 


PRESENTING ..... 





A WEDGEE FOR TEENS AND YOUNG LADIES 


Glove-soft, feather-light colonial SILKA SUEDE in 
Jet Black, Forest Green, Navy Blue, Winter Gray, 
Autumn Brown, with trim and buckle in gold. First 
quality leather soles, Compo construction, narrow 
and medium widths — 4 to 9, full and half sizes. 


sell best! 


OPEN SHOES 








WHOLESALE $1 


nilh WELP FECT fteT/ 


for the “NEW FEEL’ to go with the “NEW LOOK’ shoes 


This newest development of HELP FEET orthopedic spe- 


cialists now lets you make more sales of the shoes that 


The HELP FEET #153 interchangeable Metatarsal Insole with 
longitudinal wedge is SPECIALLY DESIGNED FOR OPEN 
BACK —OPEN TOE SHOES. IT’S ABSOLUTELY INVISIBLE IN 


yet gives women the extra comfort they 


require with this type of shoe. Easy to fit—comfortable to 
weoar—your bes? sales cushion for profits 


ee aa 


o NEW Y 


SIZES: WOMEN'S W me Ane NARROW 


ey | To 
2.00 PER DO TEN 
2.00 PER Pain 
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Comfortable interior of Thomas Erwin Fine Footwear store, recently opened in San 
Diego, Calif. Mahogany chairs upholstered in rose, pale blue, and pale green blend 


with gray, white and French bive walls. 


San Dreco, CALIF.—Tom Boldrick of 
the Boldrick Shoe Company recently 
opened a beautiful Thomas Erwin Fine 
Footwear store at 619 “C” Street, San 
Diego. The salon-type store features 
something new in exterior displays, 
with the thirty-foot frontage drama- 
tized by an overhead sign panel with 
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huge white lettering which uses neon 
lighting for the name of the store. 

Parallel with the street and catch- 
ing the eye of every passer-by is a 
large island case at the front of the 
lobby, affording ample space for foot- 
wear display. 

The fully with 


carpeted interior, 


curved walls papered from a small 
wainscoting to ceiling with handblocked 
mural-type paper, features color har- 
mony designed to lend an atmosphere 
of warmth and beauty. The mahogany 
chairs are upholstered in rose, pale 
blue, and pale green; and wallpaper 
adds a striking note with its “birds 
and fiowers” pattern in gray and white 
on French blue background. 

New small well-lights are used to 
give diffused but excellent light and 
long mirrors are practically arranged 
throughout the salon. Shadow box dis- 
plays in the salon are located in stra- 
getic spots, and French blue draperies 
are used to partition off the stockroom 
in the rear. 


State Sales Tax Added 
To City Tax 


NEW ORLEANS, LA.—Shoe store cus- 
tomers in New Orleans found them- 
selves with a 4 per cent tax on shoes, 
and shoe store operators faced the 
necessity of collecting and accounting 
for two sets of sales taxes recently, 
when a new state 2 per cent sales tax 
went into effect, in addition to the 2 
per cent city sales tax already in 
effect. A bill in the general assembly 
may reduce the city sales tax to 1 per 
cent, thus easing the load on the cus- 
tomer, but it will mean little to the 
shoe store manager. 
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Black Patent Leather Bend Leather Soles 
Black Suede Split 
“or - ae Flexible Bend Insoles 
White Elk Leather Lined 
Sizes 

515-8 BCDwidths $3.00 

8'/2-12 BC D widths 3.30 

12/5-3 ABCDwidths 3.75 


36 East 12th Street 


SPECIALIZE IN THE 
MANUFACTURE OF MARY-JANES 


DORAN roortwear, “Tee. | 


















Patent Leather 

in stock for im- | 

mediate Delivery 
ors—two weeks 


New York 3, N. Y. 











America’s Finest 


BALLET SLIPPERS 





In Stock 
Fully Lined Short Soles 
Pleated Toes 
Sizes: 8 child's to 9 women’s | 
Widths: A to E 
Ae co... $2 
Ea ww GRO 
To Order — 
Fully Lined Long Soles 
Sizes: 3 to 9 
Widths: AA to D 
BLACK KID __ __. $2.40 
WHITE KID 2.50 
i _ a 
WHITE SATIN 3.10 
ee 395 
fee . ee 





NOW AVAILABLE AGAIN TO SHOE STORES 





NATIONALLY ADVERTISED 
NATIONALLY KNOWN! 


Selva & Sons 


1607 BROADWAY 
New York 19, N. Y. 



















| THE 4-FEATURE LINE THAT MEANS 
| 
| 
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1. Combination last for comfort, fit; 2. All-kid line 
for wear, comfo:t, looks; 3. Sturdy construction for 
wear; 4. Long inside counters for support, comfort. 


Here’s a trade-building line: 7 
arch-type styles in sizes 4 to 10, 
A to EEE, all in stock. Fit those 
comfort-seeking women fast and 
right; they'll be back for more. 
Made to retail at about $5.00 
—a great line for the price-resist- 
ing market today. 
Send for catalog. 
Samples on re- 
quest. Write or 
wire your needs to- 
day. (Newspaper 
mats available on 
request, free.) 


@ Style 6007 


Black Kid 4-eyelet 
Gypsy Oxford, 14/8 heel 


SS. with rubber top lift. 


“MONROE BROTHERS & COMPANY. 





“35 N. 19th ST., PHILADELPHIA 30, PA. 


: 
; 
ESTABLISHED 1817 | 
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Nmall Store Does Job of Modernizing 


> ae 


The long, narrow shadow box is one of the interesting features of the modernized 
C. A. Larson & Co. store in the Ravenswood shopping district of Chicago. 


CyicaGo.—One of the oldest shoe 
firms in the city, C. A. Larson & Co., 
has recently undergone extensive re- 
modelling and refurbishing. 

All old furnishings and fixtures were 
eliminated. Old style recessed double 
shelving was replaced by single shelv- 
ing. A color scheme of dark green and 
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red was achieved with the installation 
of linoleum, patterned wall paper, and 
dark red upholstered chairs. Shadow 
box style display units were installed. 

Lester Larson now owns and operates 
the business established by his father, 
Charles A., in 1901. The store has been 
in business at its present location, 4728 


N. Lincoln Avenue, in the heart of the 
Ravenswood neighborhood shopping sec- 
tion, since 1914. 


Southern Shoe Chain in 
New Headquarters 


ATLANTA, Ga.—Butler’s, Southern 
shoe chain, recently moved into its 
new and modern general offices and 
warehouse at 820 Spring Street, N.W., 
marking the completion of another step 
in modernization and expansion by the 
firm. The new structure, center of a 
$9,000,000 annual business, has offices 
fully air-conditioned and _ interiors 
throughout are of unique design. 

Featuring popular-priced and ex- 
clusive lines of women’s shoes, Butler’s 
has 65 shoe stores in the Southeast and 
Southwest. 

A spokesman for the management 
said distribution of merchandise to all 
stores in the chain is handled through 
the new warehouse here. 


Store in New Location 


JOHNSON CITY, N. Y. — Triple 
Cities Shoe Co., which has been located 
at 256 Main Street for the last 15 years, 
has moved next door to 254 Main Street. 
The new quarters are considerably 
larger. 
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Mr. Shoe Advertiser: | 


YOUR FUTURE DEPENDS ON THIS MAN 


What are you doing to help him? 


He’s the retail clerk who sells your 
shoes. Right now, his customers are 
asking more and more questions. 
The answers he gives, or fails to 
give, can make or break your line 
at the point of sale. For shoes are 
no mere pick-up purchase . . . the 
best shoe made cannot be sold and 
re-sold unless it is properly present- 
ed and fitted. The clerk must know 
lasts, styles, features ... his need for 
product education is real, continu- 
ing, urgent. 

He needs help — your help. He 
needs it now. Show him how to 
combat price resistance with a 
strong story about quality, comfort, 
style. Tell him he’s not alone in this 


100 EAST 42nd STREET, NEW YORK 17, N. Y. 


| 


battle for sales — that you're back- 


ing him up with strong advertising 
and sales promotion. Encourage | 
him with sincere, honest, convin- | | 
cing, informative advertising in 
Boot and Shoe Recorder — his 
favorite business paper. Together, 
you can turn the spotlight of truth 
on confused public attitudes to- 
ward shoes .. . and light the way 
to a brighter future for the entire 





industry. 


Eucrybody in shoes reads 
ecorder 


A Chilton Q Publication 




















What's New 





Growth Register Designed to 
Check Children’s Shoe Fit 


St. Louts.—The Trimfoot Company 
has produced a foot measuring device 
for children which may prove revolu- 
tionary, it was revealed recently by 
John Reinhart Jr., president of the 
firm. 

Known as a Tell-Tale-Toe, the device 
shown in the sketch, fits snugly into 
the shoe, like an inner sole. Before 
making a test the mother rubs lipstick 
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into the “color space” on the growth 
register, then fits it into the shoe. As 
the child puts the shoe on, his toe pushes 
the color forward. 

After the child has taken a few steps, 
Tell-Tale-Toe, removed from the shoe, 
shows exactly how far the foot reaches 
into the shoe. The “unsafe area” at the 
toe is marked off, and, when the color 
reaches this area, the shoe is outgrown 
and dangerous for growing feet. 

The importance of checking growing 
feet was emphasized recently in re- 


search by the National Foot Health 
Council. Ninety per cent of American 
adults have foot trouble, it was pointed 
out; as do 76 per cent of American 
15-year-olds; 50 per cent of American 
10-year-olds; and 41 per cent of Ameri- 
can five-year-olds. 





UNSAFE AREA 

















Trimfoot's Tell-Tale-Toe, developed to 
show the mother when the child has out- 
grown his or her shoes. Lipstick is smeared 
on the color area, and the device is in- 
serted in the shoe. If the child's foot 
pushes the color up into the unsafe area, 
larger shoes are needed. 


Research workers who developed the 
new Tell-Tale-Toe growth register be- 
lieve that its use will be an important 
factor in cutting down the percentage 
of American children who suffer from 
foot deformities caused by outgrown 
shoes. 

The growth register is available to 
Trimfoot dealers for distribution to 
mothers who buy Trimfoot shoes for 
their children. 


Adjustable Foot Foundation 
Gives Support Where Needed 


New YorK.—M. K. Anderson, of 
Seattle, spent a week in New York 
recently for the purpose of presenting 
to representative shoe men, podiatrists 
and others an Adjustable Foot Founda- 
tion, designed to give, in combination 
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with a shoe built on the proper last, 
varying degrees of elevation and sup- 
port as required by the individual cus- 
tomer. 

The most prominent feature of the 
foundation is the fact that the elevation 
can be provided in the exact spot or 
spots where it is needed. This is ac- 
complished by multiple-threaded sleeves, 
closely spaced and inserted in the foun- 
dation, which slips into the shoe like 
an insole. Rubber cups can be attached 
by screws to these threaded sleeves so 
as to raise the surface at that point 
and provide the needed support. The 
elevation can be changed to suit vary- 
ing foot conditions. Different degrees 
ot elevation can also be provided for 
left foot and right foot. The founda- 
tion itself is light, flexible and com- 
fortable. 

At present Mr. Anderson is contact- 
ing people in various shoe centers who 
might be interested in manufacturing 
and marketing an appliance of this 
nature. 


Hosiery Display Unit 
Shows Toes in Motion 


PHILADELPHIA.-—In an effort to show 
more graphically the features of its 
Tru-Last square toe hosiery for infants 
and children, J. W. Landenberger & 
Co. has designed a new store display 
with motion. 

The display is framed in a natural 
wood case with the brand name illumin- 
ated. Beneath this is a shadow box 
showing a child’s foot, a child’s shoe 
and a child’s foot in a Tru-Last sock. 
The toes of the bare foot move, to 
demonstrate the freedom and “room 
for all five toes” provided by Tru-Last 
hosiery. 


Has New Latex Foam 
Rubber Innersole 


LOS ANGELES, CAL. — Latex Pro- 
ducts Mfg. Co. has brought out a latex 
foam rubber innersole in both men’s 
and women’s sizes, with each pair at- 
tractively packaged. Features of the 
new product, according to Sales Man- 
ager B. H. Levitt, are the extra thick 
latex and the water resistant sock lin- 
ing which is said to keep the soles sani- 
tary at all times. 


Metal Numerals Introduced 


To Identify Prices 


New York. — Chemical Products 
Company of this city is introducing 
interchangeable metal numerals for use 
in identifying the price of an outstand- 
ing pair of shoes or for any smart and 
attractive display of merchandise. 

According to the company, the num- 
erals are clear, legible, smart and digni- 
fied. They are made of solid metal and 
are heavily plated. They come in four 
different sizes and are made in two 
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distinct finishes, polished bright chrome 
and satin silvertone, with the former 
used on white or light colored displays, 
and the satin on darker colored dis- 
plays. 


New Tanning Agents 
Developed by Du Pont 


WILMINGTON, DEL. — Synthetic 
tanning agents which give soft yet 
strong leathers that can be repeatedly 
washed or dry cleaned were announced 
today by the Du Pont Company. In 
contrast with leathers tanned by other 
methods, gentle flexing and stretching 
are all that is needed to restore the 
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leather to its original softness. These 
new tanning agents, known technically 
as aliphatic hydrocarbon sulfonyl chlor- 
ides are sold under the trade-mark 
“Skelt,” have a “built-in” softener which 
becomes an integral part of the finished 
leather. 

Pioneering work in this field was 
carried out by the Germans during the 
war in the preparation of chamois- 
type leather. The adaptation of this 
tanning method to the American lea- 
ther industry is being extended through 
research and development at the Jack- 
son Laboratory and Technical Labora- 
tory of Du Pont’s Organic Chemicals 
Department, in collaboration with a 
number of commercial tanneries. 
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Chairs grouped in threes keep the children from getting tangled up in Toby's 
new juvenile shoe shop in University City, Mo. 


St. Louts.—The city’s newest chil- 
dren’s shoe salon, Toby’s in University 
City, drew nearly 1000 persons to its 
opening day recently and has succeeded 
in maintaining a heavy store traffic 
since. Owned by the Taxman brothers, 
who as a three brother partnership of 
Phil, Marvin and Ted, also operate a 
shoe store in South St. Louis, the new 
store makes a strong appeal to youth- 
ful customers and their parents through 
its light pastel decor and semi-private 
seating arrangement. 

Placed in groups with their backs 
adjoining, the chairs are arranged to 
permit a mother and her children to 
be given a fitting without the distrac- 
tions which would ensue if the chairs 
were lined up in the usual manner. One 
of the most unusual appointments of 
the store is a parent-child chair, seen 
in the left foreground of the photo, 
which permits the child to sit on the 
same level with its mother and still 
have a place to rest its feet. 

Another unusual feature of the salon 
is a floor level mirror extending 27 
feet, nearly the length of the store. 
down each side. Two feet high, these 
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mirrors are slanted to permit the cus- 
tomer a better view of the new shoe 
on her foot. Salesroom of the store 
is 35 by 19 feet, with a concealed stock 
room 22 by 19 feet. Along the walls are 
placed five shadow boxes. 

While the location of the store at 
6331 Delmar Blvd., central thorough- 
fare in the business section of Univer- 
sity City, and its modernity of appear- 
ance, have both contributed to its 
volume to date, according to Phil Tax- 
man, co-owner and manager, a heavy 
schedule of advertising in the metro- 
politan press and the neighborhood 
press also have played an important 
part. 

Though Toby’s makes a big play to 
the children’s and infants’ trade, the 
store also features women’s and teen- 
age footwear, and according to Mr. Tax- 
man, the firm plans to feature down- 
town type footwear, with an emphasis 
on high style at a low markup. Prices 
range, he said, from $6.95 to $12.95. 
Besides prominent novelty lines, Toby’s 
also will carry high grade factory can- 
cellations. 


Father’s Day Sales Ahead 
Of Last Year’s 


New York.—The Executive Commit- 
tee of the Father’s Day Council at its 
recent annual meeting, took the first 
steps for the 1949 Father’s Day cam- 
paign by setting up a national budget 
of $150,000 to promote next year’s event 
all over the United States. Ernest D. 
Goodman, chairman, and Clare E. Nel- 
son, the fund-raising chairman of the 
1949 campaign, have issued the follow- 
ing statement: 

“For 1949 Father’s Day, June 19, in- 
creased activity and promotion has been 
decided on by the Father’s Day Council. 
The over-all publicity for this year’s 
Father’s Day was the most extensive 
and the most impressive and compell- 
ing ever conducted before, according to 
our record of news clippings, motion 
picture publicity and radio references. 

“At the moment the advance returns 
of store sales indicate that 50 per cent 
of the cities were ahead of last year. 
Of the other 50 per cent, they either 
equalled 1947 figures, or went slightly 
below them. Where sales were below, 
it was generally admitted that only 
consistent rainy weather was to blame. 
If there had not been the aggressive 
Father’s Day publicity, sales would 
have really been badly off. It usually 
takes several weeks for our question- 
naires to come back. When they do 
we will have a more accurate report 
than we have now. 

“The consensus is that business was 
very good with most of the larger stores. 
With some of the smaller shops business 
was not as brisk as last year, but 
Father’s Day sales showed a bulge 
over normal business.” 


New Shoe Store Opened 


SPRINGFIELD, ILL.—This city’s newest 
shoe store, Schiff’s Shoes, held its open- 
ing here on June 25 and 26 and visitors 
were all rewarded with souvenirs—gog- 
gles and balloons for children, roses 
for the women and address books for 
men. The store is air conditioned and 
modern in every respect. 
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Review of the 
Retail Trade 
[CONTINUED FROM PAGE 88] 


ance sales of Spring and Summer 
shoes to make way for new Fall 
lines beginning to arrive. Among 
these were Young-Quinlan and Roy 
H. Bjorkman. The latter placed 
3,000 pairs on sale with savings 
up to 50 per cent. 

Preliminary showings of Fall 
shoes indicate that black and brown 
are expected to be in demand. Two 
and three straps, low across the 
vamp, closed heels and toes are 
shown. 


St. Paul 


SHOE retailers report good de- 
mand for Summer vacation shoes 
with accent on browns and beiges 
and darker colors for traveling. 
Casuals are selling well for play 
wear in gay fiesta colors in such 
shades as royal blue, yellow, brilli- 
ant red. Pastels are also selling 
well. 

Ankle straps continue to be 
favorites. Novelty shoes are in de- 
mand—multicolored sandals, 
meshes, and novel vamp effects. 
The many styles and colors mean 
to merchants that stocks must be 
filled out repeatedly which keeps 
inventories high even with careful 
buying. 

In high style shoes, sandals and 
pumps with platform soles in soft 
suede have been in good demand. 
Field-Schlick showed cool, open 
sandalized pumps and very high 
heels in blue. grey, beige or black, 
in suede. 

The Golden Rule featured a 
group of whites in suede and buck 
and some in white with brown trim, 
with medium heels for comfortable 
wear in warm weather. 

Maurice L. Rothschild showed 
white doeskin sandals with cut-out 
vamps for cool wear. White suede 
pumps trimmed with gold cobra 
were also featured, tying in with 
the popularity of gold and gold 
trims. 
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This is the season when some people just sit around 
and wish for more business. But you can get the 
business others merely wish for by digging for new 
customers. They’re all around you— ready to be 
claimed by the dealer with the keenest sales tools — 
such as those offered by PLAY-POISE. 


There’s no need to just wish for merchandise either. 
Our in-stock department is prepared to make 
immediate delivery. 
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SHOES FOR INFANTS AND CHILDREN 


VIRGINIA SHOE COMPANY, INC 
FREDERICKSBURG + VIRGINIA 





Meshes are in fair demand. Some many stores with windows showing 


gold meshes have been shown, but 
white mesh is selling better. 

Merchants were beginning to 
feel the effects on trade of the 
packing house strike, but now that 
this is over, business in staple lines 
is picking up. 

Children’s play shoes were in 
good demand for Summer wear at 
the close of school. 


High style shoes are tied-in in 


garment displays. Shoes in drama- 
tic color, accenting costumes with 
either matching or _ contrasting 
colors are used in these displays. 
The Emporium had a series of 
mauve and gold costume windows. 
tying in gold shoes, which pro- 
duced excellent sales. Gold was also 
featured in a special shoe adver- 
tisement at this store. 
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Detroit Suburban Store 
Adds Second Unit 


Detroit.—Richard L. Podezwa, who 
took over the shoe store founded by his 
father at 10005 Joseph Campau Avenue 
in Hamtramck, Detroit’s island suburb, 
in 1944, has expanded his business with 
the acquisition of the former Arden 
Boot Shop in the growing northeast 
section of the city at 15222 Houston 
Avenue. 

Originally operating the new venture 
as Rickard’s Shoes, Podezwa is chang- 
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New Store Opened by Old Company 





Lowered ceiling and curved seating arrangement give this modernized Denver store 


an interesting interior. 


DENVER, CoLo.—Lorber’s Shoe Com- 
pany of Denver, long established here, 
opened their new store recently with all 
modern equipment. 

The new building has many new fea- 
tures which include lowered ceiling with 
both “slim line” and incandescent lights; 


modern visual front windows; ultra- 
smart furniture and equipment. 

According to A. B. Lorber, manager, 
business is good and seems to be increas- 
ing. Women are buying high colors at 
present, as well as many white and 
spectator styles. 





ing the name to the Civic Boot Shop. 
The former salon type store has been 
remodeled to carry an open stock and 
function as a general neighborhood, 
family-type shoe store. Henry Podezwa, 
a brother, has been named as store 
manager. 

Meanwhile, the name of the original 
store has been changed to Podezwa’s 
Shoes, and Harry Bakanowicz, who has 
been with the firm about five years, has 
been named manager. 


Men’s Shoe Department 
Added 


OMAHA, NEB—J. L. Brandeis & 
Sons department store has completed 
remodeling its fourth floor to include 
a new men’s shoe department. 


Detroit Shoe Department 
Under New Management 


DETROIT.—The shoe department at 
Russek’s, leading downtown high style 
store, has been taken over by the newly- 
formed Rellam Corporation, headed by 
Joseph Goodman, who has been shoe 
buyer and merchandise manager of the 
department since 1940. Departments on 
both the first floor and mezzanine are 
included. The store handles quality 
lines. 

The shoe department was operated 
for about 25 years by Adolph Goetz, who 
left last September to open his own 
store in the Fisher Building, and who 
formerly was in partnership with M. 
A. Mittelman, one-time president of 
the National Shoe Retailers Association. 
Store policy and lines will remain un- 
changed under the new set-up. 
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New Unit Added to 


Hamilton Lapp Chain 
Sn eee ean anton FET JQ distinctive FURNITURE BE A 


Lapp Co., recently added another unit uw 

to its exclusive Gold Cross shoe stores _ be 

in Pawtucket, R. I. The company, which Serd Jalesman IN EVERY SALE you MAKE 
America’s Finest Furniture 
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@ 4J.G. Installation 
CARDEN SHOE CO. 
Okichome City, Okie. 
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WILLIAM L. BYRNES, Jr. 


; ___ Philadelphie 
operates other stores and departments @5ix Floors of Shoes 
in Rhode Island and Connecticut, has 7 Floors of 
devoted itself exclusively to the promo- 4.G. Formtore 
tion of this line since its founding 15 @_ J.G. installation 
years ago. THE HANAN STORE 

The new store is of modern design 
with a 20-foot, all-glass front which 
affords a clear view of the entire in- 
terior done in modified salon decor. 
Seating arrangements for forty include 
a coral-colored settee which runs the 
length of the store parallel to one wall, 
and a group of 12 chairs grouped near 
the rear of the store. The walls of lemon 
yellow are highlighted by shadow boxes 
painted in off gray and backed with 
mirrors. In the center of the floor, which 
is carpeted in rose beige broadloom, is 
a large display unit which offers the 
customers a large selection of popular 
styles in Gold Cross shoes. 

The store is 100 feet in depth of 
which about 70 feet are used as a sell- 
ing area. One wall of the store is used 
for stock space plus an additional area 
in the rear. Lighting is by means of 












No matter how fine the shoes you sell 
may be, nor how effective your adver- 
tising and promotion, your customer 
gives the final approval that means a 
sale has been made—seated—relaxed 
and comfortable in a distinctive J. G. 
Chair. For the simple layout, or elabor- 
ate salon, J. G. MAKES THE FURNI- 
TURE THAT MAKES THE SALE. Write 


MANUFACTURERS 


°a FURNITURE 


COMPANY, INC. 










slim-lined fluorescent fixtures in com- SHOWROOM: today for attractive folder of J. G. 
bination with recessed incandescent ae ‘ styles. 


spots. 

Intensive promotion was conducted 
before the opening, including a set of 
12 teaser ads running daily for 12 days 
preceding the opening and culminating 
in a full-page ad the day before the 
opening. Thousands of direct mail an- 
nouncements were also mailed. On open- 
ing day, corsages were presented to 
each customer. William L. Byrnes, Jr. 
is the general manager. 





Shoe Chain Changes Hands 


VANCOUVER, B.C.—C. W. Copp of 
Vancouver has sold out fifteen stores, 
operating throughout the province 
under the name of “Copp the Shoe- 
man’, also the Vancouver Boot & Shoe 
Co., Ltd., to Stanley A. Copp of New 
Westminster, B.C. Stanley Copp is the 
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son of J. P. Copp, also of New West- 
minster. 

The position now is that the stores 
located at 339 W. Hastings Street and 
163 West Hastings Street, Vancouver, 
and at Chilliwack and Abbotsford, are 
owned by J. P. Copp and the business 
Columbia Street, New Westminster, is 
owned by J. P. Copp and the business 
at 638 Columbia Street, and four other 
stores in that city, with the newly- 
purchased fifteen stores and Vancouver 
Boot & Shoe Co. Ltd., are owned by 
Stanley A. Copp. The newly acquired 
units of the latter will operate under 
the name of Copp’s Shoes. 


To Open New Store 


BUFFALO, N. Y.—Walter F. John- 
son has leased a store in the Andrews 
Building here for operation of a retail 
shoe store, 


Shoe Store Sold 


DetroiTt.—Mrs. Lucretia Carter, long 
in the footwear business in Frankfort, 
Michigan, has sold out to S. B. 
Vaughan. 
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Direct Mail Can Boost Sales 


THE RETAILER who is wondering 
whether or not he should embark upon 
a direct mail program might do well to 
consider the philosophy contained in the 
following quotation, made by an un- 
known author: 

“Customers do not stop buying just 
because they have bought all they ex- 
pected to buy. They stop because no 
one tries to sell them more.” 

The fact of the matter is that you can 
always find people who want to buy 
something you have, if you call their 
attention to what you have to sell, and 
do it persuasively. As an alert retailer, 
you must make the first move to get 
that dollar moving out of the prospect’s 
pocket. One of the ways you can do 
that is by the proper use of direct mail. 

Direct mail is one form of advertising 
which has proved that it can sell a lot 
of merchandise when given the chance. 

The retailer who starts an advertis- 
ing program to include direct mail 
should keep these key points in mind: 

1. Prepare your mailing pieces with 
taste, an eye to appearance, and with 
selling copy. Think out the program 
carefully, and stress one appeal in each 
mailing. 

Use plenty of illustrations in your 
direct mail piece, if you can, as well as 
some headlines and sub-heads. Watch 
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out for big blocks of copy the same size 
—for they are hard to read. 

2. Frequency is important. By its 
very nature, direct mail is meant to be 
a part of a consistent advertising pro- 
gram. It is very seldom that the “one- 
time” direct mailing brings success, un- 
less it offers a special item at a favor- 
able price. It is said by one agency that 
500,000 letters to farmers on a certain 
piece of merchandise, priced right, 
brought 14.2 per cent return. 

When a retailer starts a direct mail 
campaign he should plan it so that he 
can continue it when results can be 
checked. Start small and expand as the 
business increase warrants. 

3. Mailing list. A lot of money can 
be wasted on a poor mailing list unless 
you take care to check up on it now and 
then. Your list should include various 
divisions—customers, old accounts now 
inactive, prospects. If your list was 100 
per cent accurate before the war, it is 
quite certain that it is only 40 to 60 
per cent accurate now. Town and rural 
folks move about a great deal, homes 
and farms change hands, veterans re- 
turn and take up old jobs, etc. 

Consult your local postmaster on the 
rules and regulations governing the 
mailing of direct mail. He will help you 
avoid many errors. See him before you 


have your direct mail printed or mimeo- 
graphed; then proceed according to his 
suggestions as to size, number and 
weight. 

4. Cost. Printed direct mail generally 
costs more than multigraphed or mimeo- 
graphed pieces. On the other hand, 
printed direct mail has the best appear- 
ance, and it does not smear when pro- 
perly dried. 

Mimeographed direct mail is usually 
lowest in price. Many merchants have 
their own mimeographing or duplica- 
tion machines, with stencil boards. They 
can draw or trace pictures on stencils 
and thus they save the cost of engrav- 
ings which are needed on printed mat- 
ter. 

Some retailers do very well with 
mimeographed material, especially when 
it is properly illustrated. Standardized 
drawings that can be traced provide the 
retailer with many means for livening 
up the direct mail campaign. 

When the retailer decides on printed 
material for his direct mail he usually 
hires a printer to produce the piece for 
him. When the retailer decides on mim- 
eographed material, he often has his 
own staff produce it. In all cases care 
should be taken that every piece pro- 
duced and mailed to a prospect is neat. 
Unless you are careful many pieces of 
direct mail can become smudgy or dirty, 
especially in the business office. Never 
let such pieces be sent to prospects. 
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Letters to the Recorder 





Summer Shoe Prices 
Reduced Too Early 


Editor, BoOT AND SHOE RECORDER 


The writer just returned from a 
large city in the East, and what I saw 
there is the reason for this letter. 

One of the biggest individually owned 
men’s shoe stores advertised and re- 
duced in his two big windows all men’s 
sport shoes. This included tan and 
white, black and white, ventilated shoes, 
two-tone sport shoes, woven shoes, lei- 
sure shoes, and in fact everything in 
sport shoes for men that you could 
think of. 

And this on June 21, the first day of 
Summer. 

The good account I sell a few doors 
away certainly did not feel like reduc- 
ing his sport shoes. The season has 
been backward owing to bad weather, 
it is true, but my account felt that 
sometime in July would be early enough 
to reduce his prices on sport shoes. He 
figured that with a few weeks of nice 
weather, sport shoes would start mov- 
ing and he could dispose of a great 
many pairs before he found it necessary 
to run a sale sometime after the fourth 
of July. Many of my other accounts 
felt the same way. 

Naturally, when this store started re- 
ducing their prices there was nothing 
else my account could do but follow suit, 
and each store in the vicinity, and there 
are a number of them, did likewise to 
compete. 

What good reason can any reputable 
dealer have for reducing prices on sport 
shoes June 21? Most sport shoes are 
not wanted before Decoration Day, in 
the East. Allowing this to be, does 
three weeks’ selling suffice for dispos- 
ing of these types of shoes? If that is 
so, a smart dealer will avoid buying 
sport shoes because after three weeks’ 
selling, if he must start to take a mark- 
down, he is better off without them. 

The great majority of men go on 
vacation during the months of July 
and August. Under these conditions why 
run sales in June? It seems all out of 
line and reasoning. 

Competition is one thing and healthy 
but. running sales on fresh mercnandise 
that hardly reazhed the shelves is cut- 
throat business and bad for the retail 


shoe business, 
IRVING M. BUTT 


Says Retailers Fail 
To Use Dealer Helps 
Editor, Boot AND SHOE RECORDER 


Complying with your letter of recent 
date regarding our advertising and pro- 
motion plans, we wish to state that 
the manufacturer’s problem in making 
advertising and promotion plans today 
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is far more difficult than it has ever 
been. Of course, we are going through 
the so-called “after war” conditions 
as we have done before; but during 





this past war the merchants and the | 


trade in general were badly spoiled. 
Again I state that, with all the thou- 

sands and even millions of dollars spent 

on advertising, the average retail mer- 


chant today does not know how to take | 


advantage of or even make an effort 


toward using the manufacturer’s pro- | 


gram of national advertising. I say 
this from the standpoint that when a 
customer walks into a store today, he 
does not receive the proper approach. 
That customer can be sold and would 
be sold if the proper type of salesman 
made the proper approach and realized 
the fact that his position is to sell or 
make an effort to aid his co-workers in 
making a sale. 

The manufacturer spends thousands 
of dollars advertising his product na- 
tionally in an effort to place the name 
of his product in the minds of the 
public; yet the manufacturer is not in 
the retail business, so really this is 
part of the retailer’s advertising which 
he is doing; few retail merchants realize 
this nor do they make an effort to capi- 
talize on this advertising or appreciate 
the tact that the manufacturer is spend- 
ing this money for their benefit and 
primarily for their profit. 

At a recent luncheon attended by 
five different manufacturers, this ques- 
tion arose for discussion, with the re- 
sult that none of these five men could 
say anything favorable with regard to 
the co-cperation or appreciation they 
received from their dealers. Regrettable, 
but a few of these men suggested that 
they establish their own retail mail 
order business. Surely retailers do not 
want to force manufacturers into this 
in order to protect the demand for 
their own products. 

A well-known manufacturer carried 
on a national advertising program of 
his product which resulted in the manu- 
facturer’s receiving hundreds of replies 
which he immediately answered, and 
the information was passed on to his 
dealers throughout the country, as well 


as a copy of the letter forwarded to his | 





potential customer. It was extremely 


discouraging to learn that less than 
three per cent of these letters were 
followed through by the dealer. Less 
than one per cent of the dealers ac- 
knowledged to the manufacturer the im- 
portance.and value of this service. 

I say that not only the manufacturers, 
but organization heads and small store 
owners all have to be taught and should 
teach their entire selling organizations 
how to sell merchandise. When this is 
accomplished, advertising will again be 
one of the biggest assets to both the 
manufacturers and retailers that they 
have ever possessed. 


RONNY N. STEWART 
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Visual Fitting...the Simplex 
X-Ray has maintained its 
position as The Quality 
Leader thru the years .. .~ 
Quality as reflected in supe- 
rior performance, in posi- 
tive safety, in convenience, 
in reliability, in Classic 
Styling and in Fine Cabinet 
Work! No wonder Simplex 
is TOPS in SALES, as well. 
eS 
Write for Illustrated Bulletin or Ask 
your Simplex X-Ray Representative. 


X-RAY SHOE FITTER, INC. 
3533 N. PALMER STREET 
MILWAUKEE 1, WISCONSIN 
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707 BROADWAY 
FORMERLY LION LUGGAGE CO. 


LION SANDALS FOLLOW THE TREND 


In spite of the continued rising cost in living, in wages and in prices of 
merchandise, LION SANDALS, INC. is keeping its prices down on all 
of its sandal styles. Our IN-STOCK DEPT. is set up completely and in 
full-scale operation. We are now in position to handle all orders from 
the trade. Immediate shipment is assured, though demand for our 
products is greater than ever. Write for further information. 











Advertising Can Build a Retail Shoe Business 


His question has been answered with 
action rather than theory. 


Promotional vs Institutional 


Advertising can be divided into two 
broad classifications; 

1. Institutional Advertising. 

2. Promotional Advertising. 
Institutional advertising is designed to 
build the reputation of the business as 
a whole. Its main purpose is to promote 
the retail shoe store as reliable, alert 
and progressive. It tends to establish 
the general’ impression that here is a 
store which is well equipped as head- 
quarters for all the latest styles. In- 
stitutional advertising may speak of 
policies such as deadlines for return- 
able merchandise. It may picture vari- 
ous conveniences which the business 
offers to customers as payment plans 
or layaways. 

Promotional advertising sells speci- 
fic merchandise. It may announce spe- 
cial events or merely offer the mer- 
chandise to the public at regular prices. 
Promotional advertising always in- 
cludes descriptions of items and prices. 
It makes up the bulk of shoe advertise- 
ments. It is popular because it creates 
immediate sales. 

While promotional is necssary for 
day-to-day business, it is wise not to 
neglect occasional institutional ads. Al- 
ways try to include a few during the 
year. Many retailers mix the two, alter- 
nating them fairly regularly. Some use 
one institutional each month along with 
two or three promotionals per week. 

Your schedule should depend upon 
your own circumstances. If you are 
running strictly a “price” store, em- 
phasis should be placed upon promo- 
tional ads. If you have a “class” unit, 
institutional ads should be used with 
greater frequency. 

We can see from the preceding para- 
graphs that advertising is important 
both to the development of a business 
as an institution and to the immediate 
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selling of the products. 

Let us analyze an advertisement as 
an instrument of selling. If we were 
to look through any daily newspaper, 
we would soon realize that competition 
for the reader’s attention is tremen- 
dous. Each page contains a multitude 
of advertisements and each advertise- 
ment competes with all the others. As 
a result, we can readily understand 
that in order to gain the reader’s in- 
terest, an ad must possess some element 
ot difference. 


How to Get Attention 


How can we gain attention over all 
these obstacles? Simply by employing 
the basic rules of emphasis. Startling 
effects can be obtained with proper use 
of emphasis—sales stimulating effects 
which have been utilized by some of 
the most successful shoe merchants of 
our day. Some of the best include the 
following: 

Use of white space to surround the 

copy. 

Use of unusual photographs. 

Use of reverse cuts or white on black 

background. 

Use of color. 

Use of illustrations of unusual size 

or shape. 

Use of unusual layouts. 


Holding Attention 


After attention has been obtained, 
it is necessary to maintain that atten- 
tion long enough to give the reader a 
message. The message, of course, is 
supposed to produce the action which is 
the main purpose of our efforts. In 
other words, the factors attraction, at- 
tention, and action are the mysterious 
elements within the ad which finally 
produce sales. 

However, the merchandising picture 
is far from complete even with the most 
successful newspaper advertising. Com- 
bination promotions or tie-ins are im- 
portant. Good merchandising calls for 


the use of window displays, store dis- 
plays, direct mail pieces, radio adver- 
tising, etc. Each should be coordinated 
with newspaper advertising. Some ex- 
cellent tips on typical tie-ins include: 

1. Make “blow-ups” or large photo- 
stats of your newspaper ad and place 
them in your window, on your counters 
or floor. 

2. Display the same merchandise in 
your window as in your newspaper ad 
under the words, “As Advertised’. 

3. Get numerous “tear sheets” of 
your ad from the newspaper and dis- 
play them prominently throughout the 
store. 

The importance of tie-in promotions 
cannot be over-emphasized. Advertising 
relies a great deal upon frequency and 
consistency. 

Next time, we'll discuss how to take 
the guesswork out of making “eye- 
catching” layouts. 


Allied Trades Group Holds 
Outing in Milwaukee 

MILWAUKEE.—Golf and other sports 
were the order of the day recently when 
456 members and guests of the Leather 
and Allied Trades Associates gathered 
at the Ozakie Country Club here for 
their annual Summer outing. Prizes 
donated by 226 firms and individuals 
made competition keen in the sports 
events and non-competitors enjoyed to 
the utmost the entertainment provided 
by a capable committee including Don 
Elliott, Chairman; Alex Mueller, Don 
Joines and Anton Piekenbrock. 

In golf, Francis Shea walked away 
with the first prize with a 73; and 
Earl Pierce and Bill Law tied for 
second place with 75. The horseshoe 
doubles contest was won by Elmer 
Glenn and Clarence Hapke; with Carl 
Naps and William Shepperd in second 
place. 
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GENUINE KID 
CHILDREN'S OPERA 








IN RED, BLUE, BROWN 
Full and half sizes 
6-10%, 11-3 


She MONDL MFG. CO. -Zue. 


38-42 OTTER STREET: 


Reoub 95 State St 


with flexible retan leather soles 
with special soilproof finish. 


Proven slipper lasts—plenty of toe room. Moulded 
counters — three-sole stitchdown construction. 
Plaid lining hand lasted under insole. 






OSHKOSH 







Gn Hock 


* WISCONSIN 








Quality aud fine Crafts- 
manship...more of it 


today than ever betore 


... that you can be sure of” 





Columnist MC of All-Star 
Show at Slater Dinner 


New YorkK.—At a meeting of the 
committee in charge of arrangements 
for the testimonial dinner to be held 
September 14 at the Commodore in 
honor of John Slater, dean of Ameri- 
ca’s shoe merchants, announcement 
was made by Abe Plotkin, chairman of 
the subcommittee on entertainment, 
that Ed Sullivan, nationally famous 
newspaper columnist, has accepted an 
invitation to be the master of cere- 
monies and that an all-star entertain- 
ment will be provided by leading stars 
of stage and screen. The grand ball- 
room of the Commodore has been en- 
gaged for the occasion and the greater 
part of the evening will be devoted to 
the dinner and stage show. The few 
speeches on the program will be of five 
minutes duration or less. 

Thomas F. Callahan, of Bonwit 
Teller, who first proposed that the 
testimonial be given at this time and 
who heads the arrangements committee 
as chairman, presided at the meeting. 
Letters and invitations are to be sent 
out shortly to trade members in all 
sections of the country, many of whom 
will be in New York at that time for 
the opening of Spring Leathers which 
begins the same day at the Waldorf 
Astoria. Ladies will be welcome to at- 
tend the affair and it is anticipated that 
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a large number will be present. Dress 
may be formal or informal. Net pro- 
ceeds will be turned over to Catholic 
Charities of New York, of which Mr. 
Slater was one of the founders. 

-Inquiries regarding tickets may be 
addressed to Thomas F. Callahan, 
Chairman, care of Bonwit Teller, Fifth 
Avenue, New York, or if sent to 
National Shoe Retailers Association, 
274 Madison Avenue, New York, or 
National Shoe Manufacturers Associa® 
tion, Chrysler Building, New York, they 
will be promptly forwarded. 

On the committee besides Mr. Cal- 
lahan are: 

Irving Glass, Tanners Council of 
America; L. E. Langston, National Shoe 
Retailers Association; W. W. Stephen- 
son, National Shoe Manufacturers As- 
sociation; James F. Donovan, Plastic 
Products; Thomas England, Adams 
Bros. Shoe Co.; Raymond L. Fitzgerald, 
BooT AND SHOE RECORDER; Morgan 
Grossman, Grossman Shoes; Norbert 
J. Griffin, Footwear News; John 
Laycock, Sterling Last Co.; James V. 
McGlyn, Well-Worth Slipper Co.; 
Maurice Miller, I. Miller; William G. 
Monsees, New York Boot & Shoe 
Travelers Association; John J. Moran, 
Creative Footwear; Rhea Nichols Pape, 
Allied Kid Co.; A. H. Plotkin, Para- 
mount Shoe Co.; Murray Saks, M. J. 
Saks, and Samuel Staff, Julius Gross- 
man, 


Neiman-Marcus Company to 
Pay Regular Dividends 

DaLuas, TEX.—The board of direc- 
tors of Neiman-Marcus Company, Dal- 
las specialty store, recently declared 
the regular cash dividend of $1.0625 
per share on the company’s 4% per cent 
cumulative preferred stock. Norman 
Bramley, treasurer and assistant sec- 
retary, said that dividends will be pay- 
able on August 15 to stockholders of 
record as of the close of business July 
30. 


Beck Opens New Store 


Utica, N. Y.—The A. S. Beck Shoe 
Corporation has opened a new store at 
219 Genesee St. The store formerly was 
located at 215 Genesee. This building 
is being razed. 

Nicholas Talerico, who has been with 
the firm here since 1933, is manager of 
the new unit. The store features a salon 
type of operation with no stock in sight. 

The exterior is in white porcelain. 
There is considerably more floor space 
in the new unit than in the old location. 
Fluorescent flood lights have been in- 
stalled for display of stock which in- 
cludes 14,000 pairs of shoes. 

Mr. Talerico has a veteran staff with 
him, including Joseph Nelson, assistant 
manager. 
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lsROWN KID ROMEOS 


Leather quarter back, Iecter insole, heavy 
leather soles, brown rubber heel. 


SIZES INS — Daily or Weekiy 
+510: Men's, 







Sizes: 6 to 12 
24 Pr. to case 








785 N. Woter St. 








Milwaukee 2, Wis. 








MEN’S SHOES 
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New York Offices, 508-510 Marbr rian 





New Shoe Company Organized 


Fort WAYNE, IND.—Articles of in- 
corporation have been filed here for 
Piepenbrink Shoes, Inc., to conduct a 
wholesale and retail business. The prin- 
cipal office is at 1530 Lincoln Tower 
and the resident agent is Ward E. Dil- 
dine. Incorporators and members of the 
board of directors are Norman Piepen- 
a Richard S. Teeple, and Mr. Dil- 
ine 








Consistent Promotion 
~ Record Established 


St. Louis.—Leafing through the 
“pages” of the Queen Quality story on 
the occasion of their fiftieth year, three 
dominating factors in the success of 
this brand of women’s shoes stand out. 

(1) The manufacture and styling of 
a quality product; (2) consistent ad- 
vertising; and (3) the contributions 
of the Byrnes family. 

Even in 1898, the year that Thomas 
G. Plant Co. of Boston, placed the 
Queen Quality line on the market, 
Queen Quality was advertised in a well- 
known woman’s magazine of that era, 
Modern Priscilla, and by the turn of 
the century, “The Famous Shoe For 
Women with All Styles at One Price— 
$3”, was telling its story to the women 
of America from the pages of Munsey’s, 
Ladies’ Home Journal and Vogue. 

Newspaper advertising also was ex- 
tensively used in that period, with 
dealers listed at the bottom of the ads. 
Like Florsheim in the Saturday Eve- 
ning Post, a Queen Quality ad could be 
found in nearly every issue of the 
Ladies’ Home Journal. 

One of the oldest brand names in 
women’s shoes, “Queen Quality” came 
into existence upon the purchase of 
the name “Queen” from C. M. Hender- 
son Co., Chicago, and purchase of the 
rights to the picture of Queen Louise 
by the Thomas G. Plant Co. 

Since the shoe first appeared on the 
market, the Byrnes family, members 
of whom still serve as executives of 
the Queen Quality Shoe Co., division 
of International Shoe Company, have 
been the spark plugs in its production 
and marketing. 

Thomas F. Byrnes joined the Plant 
Company in 1897 as a salesman and, 
in a short time, five of his sons also 
had taken to the road as shoe travelers 
for the firm. Four remain. They are 
Thomas F. Byrnes, Jr., sales manager; 
William P. Byrnes, merchandise man- 
ager, and R. E. and John S. Byrnes, 
salesmen. 


Repair Men Urged to 
Modernize Shops 


Cuicaco.—Paul K. Ferree, president 
of Bolton Leather Co., Knoxville, Tenn. 
was re-elected president of the National 
Leather and Shoe Finders’ Association 
at the 43rd annual convention held in 
Chicago. Morris Levey of Philadelphia 
Leather Co., Omaha, Nebraska, was 
named vice-president. 

Julius G. Schnitzer, head of the 
Textile and Leather Section, Depart- 
ment of Commerce, who was the prin- 
cipal speaker, urged the finders to en- 
courage the entry of desirable new 
talent into the shoe service industry. 
“This is a good business, and should 
be treated as such,” he stated. “Only 
by bringing the right type of new per- 
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The latest revised ition on of 

THE SHOE AND LEATHER 

LEXICON — the 14th — is 
available again! 

This illustrated glossary of trade 

and technical terms serves a 


very useful p for it is filled 
with helpful. information. It is a 


steady source for your daily ref- 
erence and your constant Futool 
of the trade.” 


The Shoe and Leather Lexicon 


75¢ per copy, prepaid 
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sonnel into this field can you do your 
share in raising the industry to a level 
with that of any type of retailing opera- 
tion today. 

“Point out the wide field for mer- 
chandising in the shoe service store, 
a field which has not yet been fully de- 
veloped. Merchandising has a definite 
tendency to turn the shop—the repair 
headquarters—into a store. There is no 
reason to expect people to come into 
dingy, dirty, unattractive shops when 
there is gradually developing a number 
of clean, well-planned attractive stores 
featuring shoe care, shoe service, and 
shoe merchandise. The right people, 
doing the job in the right way, will 
guarantee a sound livelihood for shop 
operator, finder, and industry supplier 
alike.” 

Directors of the association, elected 
for three year terms, were Eugene E. 
Schaefer, of E. K. Leiber Leather Com- 
pany, St. Louis, Mo.; Raymond Potts 
of Potts-Knauer Leather Company, 
Dallas, Tex.; and Emil Cotter of Schef- 
fer & Rossum, St. Paul, Minn. Cornelius 
Bos of Grand Rapids, Mich. was named 
to fill an unexpired term on the board 
of directors of one year. Burnett Siman 
of Washington, D.C., was re-elected 
councillor of the Chamber of Commerce 
of the United States. 
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“ASCO" Presents 


full line of 
quality 
SKI-BOOTS 


from 


$4.70 


and up 


LADIES SIZES 3.9 
MEN'S SIZES 61/-12 


2/10 N/30 Send for Catalog 


ARNOFF SHOE COMPANY 





Chicago Department Store 
Going Out of Business 


CuHIcaco.—The Boston Store, 77 year 
old Chicago department store, is going 
out of business in July of this year. 
This block long store, occupying 12 
floors and three basements at State 
and Madison Streets, is expected to 
discontinue retail operations July 31. 
The store, which this year is celebrat- 
ing its Diamond Jubilee, has been doing 
20 million dollars annually. Its peak 
was over 32 million. 

The store stock is to be liquidated and 
the building sold, probably to be con- 
verted partially into an office building 
and partially into individual retail 
shops. A huge liquidation sale is ex- 
pected to continue through most of this 
month. Merchandising executives esti- 
mate that the store now has a stock 
valued at $2,000,000 cost, with a retail 
value of approximately $3,500,000. The 
store was purchased two years ago by 
the present owners from Mrs. Mollie 
Netcher, the widow of the founder, for 
an estimated $14,000,000. Elimination 
of The Boston Store from the State 
Street scene reduces the number of big 
department stores in the downtown 
area from seven to six. 

All shoe departments of the store 
were recently combined into a modern- 
ized all-family shoe section in one area. 





Girls Model 


Men’s Shoes 





Latest stunt of St. Louis shoe manufactur ers to attract the male customer was a 
show in which men's styles were worn on the feet of not-half-bad-looking girls. 


St. Louis.—If women’s fashion shows 
sell women’s footwear, would they not 
also sell men’s footwear? 

Such was the reasoning of the St. 
Leuis Shoe Manufacturers Association 
recently when they staged a men’s shoe 
fashion show for members of the St. 
Louis Junior Chamber of Commerce 
at a downtown luncheon, with a bevy 


July 15, 1948 


of scantily attired pulchritude strolling 
across the dais in the latest of men’s 
Fall footwear. 

Brands exhibited included Pedwin, 
Rand, City Club, John C. Roberts, 
Winthrop, Roblee, Sandalcraft and Red 
Goose. The latter brand was worn by 
a four-year-old beauty. 
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To Retail Profitably at $4.49 


Fine quality, smooth, plump kid leather 
Romeos. Fully formed and lasted. Clear 
street-wear, thick leather soles. Live 
elastic gore. Made in our better-grade 
stitch- down factory. Sizes 6 to 12, 
including half-sizes. Fast sellers, with 
substantial mark-up! In stock for 
immediate delivery. 


PILOT SHOE CO. 
31 Hopkins Place - Balto. 1, Md 
“‘ Honest-mode Since 1899" 
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FOOT SURGERY 
AND CHIROPODY 


APPROVED FOR VETERANS 
Write for Bulletin AT 


NORTHWESTERN INSTITUTE OF 
FOOT SURGERY & CHIROPODY 
185 No. Wabesh Ave., Chicago 1, Ill. 


Buy Savings Bonds 
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BARIS SELLS 


Quality Shoes from Surplus 
Merchondise. Better for Less 
BARIS SHOE CO., Inc. 
WOrth 2-5180-1 
70-81 Reade St. New York 7, N. Y. 
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WRITE FOR FREE SAMPLES 
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_ Tulip Time Host 


Shoe Manufacturer Is 





HOLLAND, MICH.—C. C. Andreasen, 
president of Holland Racine Shoes, Inc., on 
the extreme right, is shown as he played 
role of host during the famous Tulip Time 
Festival in his native city of Holland. Left 
to right are Bernard De Pree, mayor of 
Holland, famous for its beautiful tulips and. 
of Michigan’s governor; and Kim Sigler, 
the governor. Mr. Andreasen is this year 
president of the Chamber of Commerce of 
Holland, famous for its bautiful tulips and 
hospitality. He reports that nearly three 
quarters of a million visitors attended 
Tulip Time this year. 





Weyenberg to Continue 
National Program 


Weyenberg Shoe Mfg. Company will 
continue its national advertising pro- 
gram through the Fall months, making 
its 1948 national advertising program 
the largest in its history. Publications 
will again include the Saturday Eve- 
ning Post, Collier’s, Holiday, Esquire, 
Pic, and True. 

A complete dealer newspaper mat 
service will again be available. Win- 
dew backgrounds, neon signs, window 
cards, price tickets, etc., will be furn- 
ished on a cooperative basis, as before. 

Direct mail material in the form of 
post cards and folders will again be 
available to all Weyenberg dealers at 
cooperative prices. 

Trade paper advertising will be car- 
ried in BooT AND SHOE RECORDER and 
Coast Shoe Reporter. 





Mackey-Starr to Make 
Line of Closed Shoes 


NEW YORK. — Mackey-Starr, Inc., 
announced recently the introduction of 
a new line of shoes to retail from $19.95 
to around $22.95. The new line will be 
made on a new last on a 23/8 heel and 
all patterns will be made without plat- 
form soles and with closed toes and 
backs. There will be less fine detailing 
on these shoes, in order to cut the cost 
of production still further; the shoes 
will be more tailored; the vamps will 
have a slightly more slender toe. The 
new line will be made in the same fac- 
tory and the same quality of leathers, 
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ARNOFF SHOE COMPANY 


counters and linings will go into these 
shoes as into the more expensive line, 
now retailing from $25 to $30. 








To Add Wider Widths 


LOS ANGELES, CAL. — Cobblers, 
Inec., announce that they are now mak- 
ing three of their leading patterns for 
women up to size 11 in a wide or D 
width. These sizes will now be avail- 
able in the “Moccaround”, the “Snoo- 
per” and the “Ghillie Tie.” 





Correction 


A caption describing cowboy boots 
illustrated on page 60 of the June 15th 
RECORDER erroneously gave the im- 
pression that Lone Ranger Cowboy 
boots are being promoted by Graham 
Brown Shoe Company. This was due to 
the fact that a line of type was dropped 
in making up the caption. Actually Lone 
Ranger Cowboy boots are products of 
Endicott Johnson Corporation and Gene 
Autry boots are promoted by Graham 
Brown Shoe Company. 





Opens Prima Sales Office 
In New York City 
New York.—Tom Reilly, who covers 
the Eastern seaboard from Maine to 
Virginia for Prima, Inc., Columbus, O. 
manufacturers of casual footwear, has 
recently opened a sales office in this 
city’s Marbridge Building, Room 531. 
Assisting Mr. Reilly is Henry Ham- 
lin who will take charge of sales -in 
the New England states. 
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News of the Salesmen and Suypliers 


Salesmen Take to Road on Wheels 





Endicott-Johnson mobile shoe sample room. 30 per cent of the sales representatives 
of Endicott-Johnson's St. Lovis Division are now giving their dealers “curb service.” 


St. Louts.—An auto trailer converted 
by Endicott-Johnson salesmen into a 
mobile shoe sample room last Fall seems 
today to be ushering in a whole new era 
in shoe manufacturer sales service. 

After a good deal of experimentation 
and testing, a practical working model 
was evolved. This proved so successful 
“on the road” that today 30 per cent 
of the sales representatives of Endicott- 
Johnson’s St. Louis Division are using 
similar trailers. Tests have shown that 
trailer-equipped salesmen are able to 
average many more calls per day, while 
giving more complete service. Company 
officials, salesmen, and dealers alike are 
enthusiastic over the advantages of the 
new system. 

The trailers are fitted with specially 


designed shelving which permits show- 
ing the complete shoe line at all times 
—eliminating the lost time and physical 
exertion formerly required for unpack- 
ing, packing and transporting sample 
cases. Comfortable interior seating is 
provided, as well as a folding work 
table for making out orders. Ample 
lighting facilities are provided when 
work at night is necessary. 

Endicott-Johnson dealers have been 
unanimous in welcoming the new Endi- 
cott-Johnson “curb service,” since it 
saves the dealer’s time as well as the 
salesman’s — permits more frequent 
calls, and allows the dealer to have a 
full view of the complet2 line when mak- 
ing his selections. 





$1,500,000 Expansion 
Planned 


WASHINGTON.—More than $1,500,000 
is scheduled to be spent over the next 
year by Shoe Corporation of America 
in expanding and improving its busi- 
ness facilities. 

This was made public here when the 
company filed a registration statement 
with the Securities and Exchange Com- 
mission concerning a proposal to issue 
25,000 shares of stock for the purpose 
of increasing its general funds. 

The expansion will include opening 
of 16 new stores plus three concessions 
in department stores. Leasing arrange- 
ments have already been made for the 
stores and all but two are expected to 
be opened before the end of 1948. 

Negotiations are also under way for 
the purchase of a tannery at Lynn, 
Mass., at an estimated cost of around 
$200,000. Am additional $335,000 has 
been set aside for acquisition of a shoe 
manufacturing plant at Waynesboro, 
Pa. 

The firm plans to spend an initial 
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sum of about $600,000 for fixtures and 
inventories for its proposed new stores; 
another $200,000 is to be expended in 
improving and modernizing existing 
stores and the main office. 





Fox Shoe Names 
West Coast Representative 


New York.—Arthur Wies has been 
named West Coast representative of 
Fox Shoe Mfg. Corporation, it has been 
announced by Barney Fox, president of 
the Company, a member firm of the 
Guild of Better Shoe Manufacturers. 
Mr. Weis, who has been in the shoe 
manufacturing field for twenty-two 
years, will travel from Denver through- 
out the West. 


Shoe Manufacturer Has 
Follow-up Postcards 


Los ANGELES.—To show dealers the 
factory is backing them up in channel- 
ing customers to their stores, Vogue 


Shoe Co., of this city, has a series of 
two postcards. 

The first is a “Thank You” to the 
customer for the inquiry and the near- 
est dealer’s address is given. The other 
goes to the dealer advising him of the 
inquiry, as well as giving him the name 
and issue of the magazine in which ap- 
peared the Vogue advertisement which 
pulled the inquiry. The dealer then is 
able to identify the style wanted. 





Joins Staff of Solette Shoes 


Los ANGELES.—Sol Rotstein, owner 
of Sollette Shoes, 2448 Whittier Blvd., 
here, manufacturers of high-grade 
women’s casual footwear, has announ- 
ced the appointment of Al Borstein as 
the firm’s West Coast representative. 
Mr. Borstein will make his headquarters 
in Room 515 in the Haas Building. 





West Coast Salesman Is 
Named by John R. Evans 


CAMDEN, N. J.—John R. Evans & 
Company, of Camden, announces the 
appointment of Don Stephens as West 
Coast representative of Evans quality 
leathers. 


i 





DON STEPHENS 


Mr. Stephens has been associated 
with the Joyce Shoe Company and has 
an extensive acquaintance throughout 
the shoe and leather industries. His 
business office is at 114 East Pomona 
Avenue, Monrovia, California. 

Joseph E. Rubinate has recently been 
appointed to represent the handbag, 
luggage and novelty leathers which are 
produced by the Springfield Corpora- 
tion in Royersford, Pennsylvania. Mr. 
Rubinate has been associated with 
several leading leather concerns. He 
spent four years in the Army Air Force 
during World War II, and, after his 
discharge from the service, started his 
own business at 21 Spruce Street, New 
York City, where he is now located. 
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Another Father and Son Combination 





LOS ANGELES, CAL.—A shoe man for more than 27 years, Arnold G. Heise, shown 
on the left, with his son, Warren, has been a member of the West Coast Shoe 
Travelers’ Associates for a long time. For the last three years, he has been selling the 
O'Donnell Shoe Corporation line in eleven Western states. He was for 18 years with 
the J. W. Robinson Co., of this city. His son is rapidly learning the business from his 
father and, for the last twa years, has been assisting him in his territory. 





Walsh Resigns from 


Hamilton, Scheu & Walsh 


Sr. Louts—John J. Walsh has re- 
signed as vice-president and stylist of 
Hamilton, Scheu & Walsh Shoe Co., to 
devote all of his time as president and 





JOHN J. WALSH 


stylist of San Loo, Inc. Although one 
of the founders of Hamilton, Scheu & 
Walsh, for some time Mr. Walsh also 
has served as pres:dent of San Loo. 

In disclosing future rlans for San 
Loo, Mr. Walsh said that the firm now 
would produce conventional high heel 
novelty shoes of cement construction 
in addition to its line of casual foot- 
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wear. In the past San Loo has produced 
closed toe flats with 8/8 wedge heels, 
slip lasted casuals on 13/8 heels with 
an arch feature and open type thong 
sandals. 

San Loo’s casual shoes, he said, would 
continue to retail in the $8.95 to $10.95 
bracket while the conventional line 
would retail in the $9.95 to $10.95 
bracket. 

Besides the new high style line the 
firm will continue to make bags and 
belts of matching colors and materials 
to be sold in coordination with its casual 
footwear. Still another enterprise of 
San Loo which Mr. Walsh mentioned 
as a likely possibility is a style service 
for other manufacturers. 

This division of the firm, Mr. Walsh 
stated, would be under his personal 
direction. Mr. Walsh is nationally 
known as a stylist of high style foot- 
wear and is credited with having cre- 
ated a number of new style trends. 

In announcing the new plans for San 
Loo Mr. Walsh also revealed that W. 
H. Stolle, sales-manager, now had a 
sales force covering all of the 48 states. 
The sales force is made up of Frank 
Summer in the East, Lester Milford in 
the South, Dave Miller in the Midwest 
and “Frosty” King on the West Coast. 

The Mexican, Central American and 
Northern South American territories 
are covered by Francis Doll, Jr. of the 
St. Louis Trading Co., an exporting 
firm. 





Craddock-Terry Employes 
Given Vacation with Pay 


LYNCHBURG, VA. — Craddock-Terry 
Shoe Corporation’s plants in Lynch- 
burg, Farmville, Chase City, Victoria 
and Halifax closed July 2 for a 10-day 
vacation. 

Company officials said each employe 
received a check for his average week- 
ly salary computed on the basis of the 
first 10 weeks of the year. The total 
payment amounted to more than $100,- 
000. The check was in wddition to pay 
for July 4, one of the company’s four 
regular paid holidays. 





Paul Mooney Joins Prima 
Sales Organization 


CoLuMBus, O.—Paul Mooney has re- 
cently joined the sales staff of Prima, 
Inc., Columbus, manufacturers of Bal- 
lerinas by Prima and other casual- 





PAUL MOONEY 


type shoes. Mooney has been assigned 
the Mid-Western territory, with head- 
quarters in Columbus. He will represent 
all Prima lines, including the complet: 
dancing shoe line. 

A native of Cincinnati, Mr. Mooney 
attended Miami University and was 
connected with the Lumberman’s Mu- 
tual Casualty Co., before joining Prima. 
Prior to that he was connected with 
General Motors Corporation in Detroit. 





General Shoe Corporation 
To Make Army Shoes 


NASHVILLE, TENN. — General Shoe 
Corporation has announced it has been 
awarded a contract to produce 180,000 
pairs of field shoes for the United 
States Army, for a total of approxi- 
mately one million dollars. 

All shoes made under the contract 
will be produced in the company’s 
Huntsville, Alabama plant, and will! be 
delivered to the army at the rate of 
30,000 per month beginning in October 
and extending to March. 

General Shoe Corporation was repre- 
sented in its negotiations with th> 
Army quartermaster purchasing office 
by Assistant Vice President Houghton 
D. Vaughn. 
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National Promotion Planned 
To Sell One Shoe 


NEw YorK.—A new type of promo- 
tional “package” built around one es- 
pecially selected shoe is being launched 
country-wide late this month by the 
Geo. E. Keith Company, of Brockton, 
manufacturers of Walk-Over shoes. 

The merchandising council of the 
company, working with stylists, fash- 
ion editors and their own dealers, selec- 
ted the Walk-Over “Sally” as the first 
feature shoe for this special promo- 
tional treatment. Through their adver- 
tising agency, Hanly, Hicks and Mont- 
gomery, 500 Fifth Avenue, New York, 
Walk-Over has turned out one of the 
most complete co-ordinated promotions 
ever put behind a single shoe. To their 
dealers goes a kit containing, among 
other things, reprints of national ad- 
vertising (appearing in color in full 
pages in Vogue and Harper’s Bazaar 
and also in Woman’s Home Companion 
and Ladies’ Home Journal), mats of 
special newspaper ads on the “Sally”, 
window display suggestion, radio 
scripts, publicity stories, a, sheet of 
“Vogue Says” quotes and another of 
fashion facts about the style importance 
of the “Sally”, and a package or state- 
ment enclosure. Under separate cover 
these dealers will receive 24” x 40” 
posters. Fashion art work is also avail- 
able on request. 

Prizes of $50 each have been offered 
by the Keith company for the best win- 
dow display and best local newspaper 
advertisement based on the promotion. 
There will be, in reality, four contests, 
as duplicate prizes will be given to in- 
dependent and to company stores. 

The shoe chosen for this most com- 
plete promotion, is said to be a 
“natural” for Fall promotion, combining 
as it does many of the most talked 
about ideas for the season. The “Sally” 
is a high-riding three-strap, built on 
a low-slung “shell”. It comes in black, 
brown, green, gray, blue and cinnamon 
suede. 


Tanner Visiting Brazil 

PHILADELPHIA, PA.—William C. Hun- 
neman, Jr., president of the William 
Amer Company, accompanied by his 
wife, sailed on the S.S. Argentina for 
Rio de Janeiro, Brazil, recently. The 
William Amer Company has a subsidi- 
ary company, Amer Brazil Company of 
Rio de Janeiro, with operations in the 
skin districts in the North of Brazil. 

Mr. Hunneman will return to Phila- 
delphia in the early Fall. 





Town Meeting of Air 
Sponsored by Shoe Man 


PASADENA, CALIF.—“America’s Town 
Meeting of the Air” was held in Civic 
Auditorium in Pasadena under the 
sponsorship of Joyce, Inc., and Wm. 
H. Joyce, Jr., on Monday, June 28. 
However, the program was broadcast 
over KECA on Tuesday night, June 29. 
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Executive Staff Changes 
Announced by Wellco 


WAYNESVILLE, N. C.—The Wellco 
Shoe Corporation of this city has re- 
cently promoted Gerald Monroy from 





GERALD MONROY 


assistant sales manager to sales man- 
ager, and announces, also, the appoint- 
ment as chief designer of Leroy Brandt. 
Mr. Brandt has been a stylist and de- 





LEROY BRANDT 


signer for 20 years, having bzcn at 
various times with the Croddock-Terry 
Shoe Corporation and the General Shoe 
Corporation. 


Marino and Wolock 
Elected to Guild Board 


NEW YORK.—John Marino, of John 
Marino, Inc., and Morris Wolock, of 
Merris Wolock & Co., were elected to 
the Board of Directors of The Guild of 
Better Shoe Manufacturers, it has been 
announced by Lou Sachar, president. 

John Marino heads the Marino firm 
which produces hand-sewn and Sbicca 
shoes. Morris Wolock, president of the 
Wolock Company, winner of an Ameri- 
can Fashion Critics award in 1946, pro- 
duces a high style line. 

Both new directors are charter mem- 
bers of The Guild of Better Shoe Manu- 
facturers and are well known in the 
footwear industry. 
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MEN'S & BOYS' 
KID ROMEOS 


$2.50 to $3.00 
IN-STOCK 





HEAVY 
LEATHER 
sous (i ss 
700 Men‘s Tan Kid Romeo— 
Drill Linina $2.50 
710 Men’‘s Tan Kid Romeo— 
Leather rter Lining $2.75 
711 Same in Black Kid $2.75 
790 Men’s Tan Kid Romeo— 
Full Leather Lined $3.00 
791 Same in Black Kid $3.00 
410 Boy’s Tan Kid Romeo “4 
Leather Quorter Lining $2.45 
36 or 18 Pairs to Case 
Sizes: Men’s 6/11 7/12 Boys 2/4 


Write for Complete Catalog 


Well-Built Shoe Mfg. Co. 


Milford, Mass. 














ACROBATIC SANDALS 













red 


& fawn 

ge. weet 
CRepe > Sa? 
$2.00 pair 


JAYRICH FOOTWEAR CO. 
East Lynn, Mass. 


Retail 











Dividends Declared by 
Endicott-Johnson : 


ENDICOTT, N. Y.—Endicott-Johnson 
Corporation declared a quarterly divi- 
dend of $1 a share on its preferred 
stock and a dividend of 40 cents a share 
on the common stock, both payable July 
1 to stockholders of record June 24. 
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QUALITY SHOES 


SINCE 1932 


We sell branded qual- 
ity shoes below current 
prices. Nationally 
known for surpluses 
from the nation’s lead- 
ing manufacturers. 
Write us your needs. 


ea M.K. WEIL SHOE CO. 


1215 Washington Ave. 
St. Lovis 3, Me. 
While in Town See Weil 
Los Angeles Office—Haas Bldg. 























SLIPPERS 








America’s Finest Slippers 
FOR WOMEN 


THE KING suiprcr 


KING SLIPPER MFG. CO. 
1160 Washington St., Boston, Mass 














FOOT SOCKS 








“LYCO” seamless sole, elastic top, 
fitting heel, one shade only. 
“Celanese” Rayon....$2.75 per dozen pair 
Quality Cotton........... $1.80 per dozen pair 
Packed in 6 doz. attractive Disp: Courter ease! 
tr in dozen boxes ... sizes 8%2 to I! 


LYONS & COMPANY 
120 Duane St., New York 7, N. Y. 
Quality Shoe Store Supolies for 48 Years 
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America’s Finest Slippers 
FOR MEN 


THE KING suiprer 


KING SLIPPER MFG. CO. 
1160 Washington St., Boston, Mass. 














Tennis Shoes on Display 
At Pro Matches 


New York.—Professional tennis gets a 
boost from United States Rubber Company, 
which installed booth at West Side Tennis 
Club, Forest Hills, during recent profession- 
al championships. Here, Pancho Segura, 
South American ace, and George Agutter, 
club instructor, take time out to get the 
latest technical information on footwear 
from D. W. Puleio, company representa- 
tive. 





Decreased Profit Reparted 
By Selby Shoe Co. 


PORTSMOUTH, O.—The profit and loss 
statement of the Selby Shoe Company 
for the fiscal year ended April 30, 1948, 
shows earnings available for corporat: 
purposes of $422,232.10 after provision 
of $64,500 to increase the reserve for 
contingencies. This amounts to $1.795 
per share as compared with $1.86 per 
share for the fiscal year ended April 
30, 1947. 

Production of women’s shoes amoun- 
ted to 2,795,901 pairs, it was reported 
to shareholders, as compared with 
3,035,708 pairs for the preceding year. 
Because of increased prices, due to 
advances in the cost of materials and 
labor, however, the sales dollar volume 
in the year just ended was $20,215,592 
as compared with $19,857,393 in the 
year ended April 30, 1947, 


New Research Center Opened 
By B. F. Goodrich 


AKRON, 0.—The newly-completed re- 
search center of The B. F. Goodrich 
Company, situated on a tract of 261 
acres halfway between Akron and 
Cleveland, utilizes the most precise and 
delicate instruments now known to 
science and is one of the most complete 
industrial laboratories conducting fun- 
damental and applied research now in 
existence. Completion of the center, 
started three years ago, marks more 
than a half century of organized re- 
search for the company, B. F. Goodrich 
having established the rubber industry’s 

















MORE QUICK HELPS 
FOR SHOE RETAILERS 


from the only book of its kind; encyclo- 
pedia of practicable, workable ideas for 
the experienced merchant. No theories— 





all tried, true . . . NOT just another shoe 
book, but offers in addition to 138 specific 
shoe promotions, the best ideas from the 
entire retailing field for instant adaptation 
to his particular requirements. 


Foreword by PAUL H. NYSTROM, Pro- 
fessor of Marketing, School of Business, 
Columbia University. 

Please remit with order. 


S's x 8 40 Chpt: 
306 eae 3.50 Postpaid 
| BOOT AND SHOE RECORDER 


102 <. 42nd St., New York 17, N. Y- 


first laboratories in 1895 under the 
direction of the late Charles C. Good- 
rich, chemist son of the company’s 
founder. 

The site, nearly 20 miles from the 
company’s manufacturing plants at its 
principal headquarters in Akron, was 
selected to insure that noise, dirt and 
vibration do not interfere with the 
work of the scientific staff, nor with the 
delicate instruments employed. Room 
for future expansion is provided. 

Completion of the Research Center, 
with its vastly improved facilities, will 
speed development of scientific discover- 
ies three or four times faster than pre- 
viously possible, according to Dr. 
Howard E. Fritz, Goodrich vice-presi- 
dent in charge of research. 














West Coast Office Opened 


Los ANGELES. — Swankies Distribu- 
tors of Fine Footwear have opened sales 
rooms in the Haas Building with George 
W. Greenbaum and William Duga in 
charge. Lines represented on the West 
Coast are: Bone Dry Shoe Mfg. Co., 
Gotham Shoe Mfg. Co., New England 
Shoe Mfg. Co., and Pacific Lambskin 
Co. 
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Business at High Level 
On West Coast 


Los ANGELES.—Business activity in 
Southern California was at an excep- 
tionally high level in May, although the 
index of the Security-First National 
Bank of Los Angeles receded slightly 
from the all-time peak recorded the 
preceding month, the bank research de- 
partment reported. As compared with 
a year ago, the index showed a gain 
of 12 per cent. 

The various statistical measures of 
local business activity showed plus and 
minus signs in about equal proportions 
in May: department store sales in- 
creased to the highest level on record; 
the dollar volume of business transac- 
tions in Los Angeles, as measured by 
bank debits, also rose to a new peak; 
and the number of persons claiming 
unemployment benefits declined moder- 
ately. On the other hand, the volume of 
building permits issued was consider- 
ably smaller than the record totals of 
the preceding two months; real estate 
sales activity sank to near the lowest 
level in the postwar period to date; 
industrial power sales and factory em- 
ployment declined; and bank debits in 
both agricultural and residential cities 
(other than Los Angeles) showed a 
reduction. 

Department store sales increased in 
May for the third month in succession. 
Seasonal factors considered, sales in 
the Los Angeles area established a 
new record. For all department stores 
in Los Angeles County combined, the 
increase over last May was approxi- 
mately 13 per cent. Since there was one 
less trading day in May this year, sales 
on a daily average basis were up about 
17 per cent. Much of this gain was ac- 
counted for by stores opened within 
the past year. As a group, department 
stores that were in existence a year 
ago showed little increase in sales. 


To Extend Research in 
Coated Fabrics Field 


NewsurcH, N. Y.—A new Du Pont 
laboratory, devoted to research and de- 
velopment work in the field of coated 
fabrics and allied products, has been 
opened here. 

The three-story building of reinforced 
concrete and brick contains the most 
modern equipment for the development 
and testing of coated fabrics and sheet- 
ings under all sorts of conditions. 

The new facilities will permit the 
Du Pont Company to enlarge the scope 
of its scientific research in a field in 
which it has been interested for nearly 
40 years. They will be used both in con- 
nection with research for the improve- 
ment of existing products and processes 
as well as for investigations looking 
to the development of new products. 

The laboratory is directed by R. E. 
Thomas and is part of the Chemical 
Division of Du Pont’s Fabrics and 
Finishes Department. 
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Streamlined Production and 
Advertising Help Huskies 


HONESDALE, Pa.—A streamlined con- 
centrated production policy, plus unique 
distribution and national advertising 
have proven an unbeatable combination 





WILLIAM MANOWITZ 


in building the success of “Huskies” 
moccasins, according to William Mano- 
witz, president of Hussco Shoe Co., 
Honesdale. 

Commenting on the continued expan- 
sion, Mr. Manowitz said, “We have 
concentrated on a large volume opera- 
tion in the popular price groove with 
a style line. Best suited to our needs 
for fast action has been the maintaining 
of six major in-stock distributing points 
throughout the country. National adver- 
tising has played an important role in 
influencing customer acceptance of our 
product.” 

Mr. Manowitz, also president of Well- 
Worth Slipper Company, announces the 
appointment of Aaron Potaschnick as 
special sales representative for both 
companies covering the entire country. 
Mr. Potaschnick is well known in shoe 
circles, having been sales manager of 
Eagle Shoe Company for fifteen years. 


Shoe Departments Combined 
In Minneapolis Store 


MINNEAPOLIS, MINN.—Combining its 
better shoe department, formerly lo- 
cated on an upper floor, with medium 
price shoes, in one large department, 
L. S. Donaldson Co. of Nicollet Ave., 
Minneapolis, recently opened one of the 
most outstanding shoe departments in 
the city. The new department is in one 
of the key locations of the store with 
entrances on three sides. 

Done in muted shades of green and 
blue combined with blonde wood, the 
large department strikes a colorful 
note. Partitions on one side are stag- 
gered. Behind each section are stock 
rooms. On another side the department 
is outlined with shadow boxes on cricket 
legs, placed so that each display stands 
out independently. 

A series of salons lead to a large 
circular salon at the rear where the 
finest shoes are shown. 
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SLIPPERS 








America’s Finest Slippers 
FOR MEN 


THE KENG sziprer 


KING SLIPPER MFG. CO. 
1160 Washington St., Boston, Mass. 

















WORK SHOES 








Men’s Popular Priced Work Shoes 
Men’s Steel Toe Safety Shoes 


Union Made 
GOODWILL SHOE COMPANY 


Holliston, Massachusetts 











Displays in shadow boxes are changed 
every three days. Nationally known 
brands are stressed. On the walls are 
names of the brands carried with 
shadow box displays below each name. 

Windows display shoes alone and in 
combination with garment showings. 
Shoes are shown in garment sections in 
co-ordinated displays, tied-in with 
gloves, handbags and hats. 

“We do heavy newspaper advertis- 
ing,” said R. W. Ellis, buyer, “and plan 
to carry on a still heavier program.” 
Mr. Ellis is the new buyer for the de- 
partment, having come recently from 
Milwaukee. 
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SALESMEN WANTED 








York 17, N. Y. 


OPPORTUNITY 


One of the largest and oldest manufacturers of rubber and fabric footwear 
has openings for several high-grade young men between 25 and 35 years 
of age with retail footwear experience who want to start a road selling 
career. One that offers a future with security and good living. Where 
there is no “closed season.” Where there is variety instead of routine. 
Where earnings can be increased in proportion to effort put forth. 


Write — Tell us all about yourself (in confidence) in your first letter to 
Address #618, care Boot & Shoe Recorder, 100 East 42nd Street, New 


FOR A 
SOLID AND SUBSTANTIAL 


UTURE 








NATIONALLY KNOWN 
MANUFACTURER 
of Women’s Shoes has Openings 


for SALESMEN who are Pro- 
ducers in these Territories: 


Chicago Illinois 
Wisconsin Virginia 

North Carolina South Carolina 
Cleveland Pittsburgh 


Our Shoes Retail for about $6.95 
and we have a very large In Stock 
Department, which is what the buy- 
ers want today. 


If you have the necessary qualifi- 
cations please write us complete de- 
tails in first letter, so that arrange- 
ments can be made for an interview. 


Address 646, care Boot & Shoe Recorcer 
100 East 42nd Street, New York, N. Y. 











SALESMEN WANTED 


To Sell Fast Styled Women’s In- 
Stock Line of Fashion Footwear in 
Michigan, in Minnesota and Wis- 
consin, in Indiana and Ohio, and in 
Iowa and Nebraska. Line well es- 
tablished in these territories and 
offers permanent and profitable con- 
nection. If you have had road or 
Retail Shoe Selling Experience, 
write giving age and amount of ex- 
perience. Address: 


SHU-STILES, INC. 
1214 Washington Avenue 
St. Louis 3, Mo. 











POPULAR PRICED LINE OF INFANTS’ 
AND CHILDREN’S QUALITY PRE- 
WELTS has openings in the Northeastern 
States for Qualified Salesmen to sell trade- 
marked product. This excellent sideline con- 
sists of Staple, Fast Selling numbers and car- 
res strong Mail Order Volume. Send com- 
plete information. Address #645, care Boot & 
Shoe Recorder, 100 East 42nd Street, New 
York 17, N. Y. 





ANTED: SHOE SALESMAN, GOOD 

FOLLOWING, to carry outstanding Line 
of Popular Priced Women’s Casuals and Play 
Types, Full time and commission basis. Excel- 
lent Line of Fast-Selling Styles. Can be han- 
dled exclusively or on non-conflicting basis. 
Write, giving age, experience, territory, cover- 
age and references. Address #650, care Boot 
& Shoe Recorder, 100 East 42nd Street, New 
vox 27, N.Y. 


SALESMEN WANTED 


To represent Manufacturer of 
High Grade Misses’ and Chil- 
dren’s Stitchdowns in the fol- 
lowing territories: 

A. Mid-Atlantic States 

B. Southeastern States 
Must be of excellent reputation, 
thoroughly experienced, am- 
bitious, and have a following 
among volume Buyers. Please 
state your experience, past and 
present connections, references. 
All replies treated in strict con- 
fidence. 
Address #634, care Boot & Shoe 


Recorder, 100 East 42nd Street, 
New York 17, N. Y. 











WANTED! 


Children’s 
SHOE SALESMEN 


to cover Texas... 


Our client is one of the im- 
portant makers of children’s 
quality health shoes, with a 
complete all-year-round in- 
stock service. The product is 
nationally advertised. 

He is seeking an aggressive 
salesman to carry the line in 
Texas, either full time or 
with a companion line. 

The man who carries this line 
can quickly build for himself 
a five-figure income, with a 
future that will grow and ex- 
pand through the years. 
Write in full confidence to 
me personally: Arthur Hir- 
shon, Hirshon-Garfield, Inc., 
Advertising Agency, 580 
Fifth Ave., New York 19, N. Y. 











CLASSIFIED ADVERTISING RATES 


The rate for undisplayed classified advertising is 12 cents a word under any of our classified headings. When a box 
number is desired, addressed to any of our offices, 12 words must be added for this and charged at the word rate. If 
advertiser’s own name and address is used, count each word (street number is one word) at word rate. Classified adver- 
tising is payable in advance. Send check or money order with your copy. No accounts are opened for classified ad- 
vertising except for regular advertisers on contract. 
The rate for all displayed or boxed in classified advertisements is $10.00 an inch with a maximum of 46 words per inch. 


[=> Advertisements for this page must be in our New York Office 10 days preceding publication date =2j 
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SHOE SALESMEN ... 


Here's Your Opportunity! 


. . . . to cash in on a fast selling new ladies’ 
casual sandal line. Never before have we met 
with such overwhelming dealer and consumer 
acceptance. 


Nationally advertised REECE Wood Casuals 
retail from $3.00 to $8.00 . . . little kiddies play 
sandal retails for $2.00. Non-competitive lines 
may be carried. State line you now carry and 
territory covered. Only qualified experienced 
salesmen of women's shoes need apply. 





Send complete information in first letter with 
references. Photo suggested. Write today while 
good territories are still open. 






— a Established 1885 


REECE WOODEN SOLE SHOE CO. 


COLUMBUS NEBRASKA 











SALESMEN FOR 
NATIONALLY ADVERTISED 
CASUAL AND SPORT TYPE 

SHOES 


Open Territories: 


1. Texas, Oklahoma, New Mexico 


2. Pennsylvania, Maryland, Wash- 
ington, D. C., Delaware, South- 
ern New Jersey 


3. Minnesota, Wisconsin, North 
and South Dakota 


4. Missouri, Kansas, Nebraska, 
Iowa 


5. Mississippi, Arkansas, Louisiana 
6. Indiana, Kentucky, Tennessee 
7. Michigan, Ohio 


Address 657, care Boot & Shee Recorder 
100 East 42nd Street, New York, N. Y. 














UNUSUAL OPPORTUNITY 


The strongest merchandising name in the Genuine Moccasin 
field has several openings for salesmen, including the following 
states: 

FLORIDA GEORGIA ALABAMA 
MISSISSIPPI TENNESSEE 
NEW ENGLAND 
State experience and territory desired. 
Applications will be treated with confidence. 


Address 654, care Boot & Shoe Recorder, 
100 East 42nd Street, New York 17, N. Y. 


WANTED 


Salesmen or Selling Organizations to handle 
our Baby Shoes. Good territories still open. 
If you are a Producer, we can show you the 
most Complete Line o: Baby Shoes in the 
country. Attractively priced to sell, these 
shoes represent a tremendous value that will 
interest Buyers. Nationally advertised. 


Address 651, care Boot & Shee Recorder 
100 East 42nd Street, New York, N. Y. 














SALESMEN WANTED 
Manufacturer of Children’s Shoes 


An unusual opportunity for top rated men. Well known nation- 
ally advertised line of children’s shoes. All shoes in stock. 
Drawing account. Wonderful opportunity for live wire aggres- 
sive men. All replies strictly confidential. Give full particulars 
and experience. 
Following territories open: 

(1) New England 

(2) New Jersey 

(3) Pittsburgh area of Pennsyl- 


vania 

(4) a oe, and Washington, 
te 

(5) Ohio and Michigan 

(6) Wisconsin 

(7) California 

(8) Kansas and Oklahoma 


Address 652, care Boot & Shoe Recorder, 
100 East 42nd Street, New York 17, N. Y. 





GOOD OPPORTUNITIES 


Available for experienced Shoe Salesmen to 
handle Family Line for Established Whole- 
saler. Several choice territories available 
in Middle West. 


SALARY - BONUS - ALL 
EXPENSES - CAR FURNISHED 


Reply to: Personnel Division, Chicago 
House, 
BUTLER BROTHERS, 
Canal & Randolph Streets, 
Chicago, Illinois. 














SALESMEN WANTED 


To Represent Well-Known Manufacturer 
of Infants’ and Children’s Shoes, with 
strong following among Department Stores, 
Chains and Retailers. Experienced side 
line or full time salesmen. State territory 
and full particulars. 


Address 662. care Boot & Shoe Recorder 
100 East 42nd Street, New York. N. Y. 
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SALESMEN WANTED 


HELP WANTED 


FOR SALE 








WOMEN'S HI-STYLE SPORT OXFORDS, 

Ankle Straps, etc. and Casuals, medium 
price Line. Commission basis. Drawing account 
will be paid when worth is proven. Address 
#626, care Boot & Shoe Recorder, 100 East 
42nd Street, New York 17, N. Y. 





LL TERRITORIES OPEN. New Look 

Velvet Gold Trim Women’s House Slip- 
per. Just out. Terrific Sellers. Good Commis- 
sion. Address #641, care Boot & Shoe Re- 
corder, 100 East 42nd Street, New York 17, 
a... 





THREE TERRITORIES OPEN: Pacific 
Coast; North Carolina, South; St. Louis- 
Chicago. For live wire, experienced salesmen 


calling on volume accounts. We are now mak- 
ing a complete Line of Ballerinas in Suedine, 
Satins, and Leather. Please forward all informa- 
tion about self in first letter. Address #640, 
care Boot & Shoe Recorder, 100 East 42nd 
Street, New York 17, N. Y 





WANTED SALESMAN 


For Illinois, Virginia, Wisconsin, Minne- 
sota, West Virginia, Pennsylvania, Missouri, 
Kansas. Manufacturer of Children’s High 
Grade Stitchdown, 2 to 12. Also soft Soles 
0 to 4. Will support full time man with 
earnings unlimited. Would consider man 
with non-conflicting Line. Straight com- 
mission. All replies confidential. 


Address 655, care Boot & Shee Recorder 
100 East 42nd Street, New York, N. Y. 











WANTED FOR ONE OF 

AMERICA’S TOP LINES Ladies’ Casuals 
and Play Shoes, to retail for $1.98. Following 
territories: Alabama, Tennessee, Georgia, North 
and South Carolina, Kentucky, Ohio, Virginia 
and West Virginia. Only salesmen with follow- 
ing need apply. Can be carried as_ sideline. 
Address #648, care Boot & Shoe Recorder, 
100 East 42nd Street, New York 17, N. Y¥ 


ALESMEN 





NATIONALLY KNOWN MANUFACTURER OF 
NATIONALLY ADVERTISED 
WOMEN’S NOVELTY LINE 


Has excellent opportunity for experienced shoe 
salesmen for New York, Pennsylvania, California. 
ONLY EXPERIENCED MEN NEED APPLY. 
DEP’T STORE FOLLOWING PREFERRED. 
Give full personal data, experience, include recent 


and — 


Box No. 653. care 
Louis, Mo 


Address: of Boot 
Locust Street, St. 


Recorder, 1221 











GALESMEN WANTED: Excellent Oppor- 
tunity to represent well established manu- 
facturer of Women’s Compo Slippers. Styled 
and priced for Volume Accounts. Atlantic Sea- 
board, Including New York City. Commission. 
Address #647, care Boot & Shoe Recorder, 
100 East 42nd Street, New York 17,  { 





STABLISHED CONCERN WITH FAST 

SELLING GENERAL LINES—Women’s, 
Children’s, Men’s. Excellent opportunity for 
experienced men in following territories: West 
ern New York, Virginia, North and South 
Carolina, Kentucky and Tennessee. All South- 
ern States. Drawing account considered. Reply 
fuli details and references; confidential. Ad- 
dress #660, care Boot & Shoe Recorder, 100 
East 42nd Street, New York 17, N. Y. 





ALESMEN WANTED for the Fastest Sell- 
ing Line of HAND SEWN LOAFERS — 


carried in stock; Terrific re-orders; Good ter- 
ritories still available. Address #658, care 
Boot & 100 East 42nd Street, 


Shoe Recorder, 
New York vw. mt F. 





ECAUSE OF SALESMAN’S HEALTH 

Iowa and Nebraska are open for this well- 
known trade-marked Line of Juvenile 
wear, stocked in Chicago. Can be carried with 
non-conflicting Line. SINBAC SHOE CO., 
Chicago, Illinois. 
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ATTENTION 


Men under 35, experienced as Family Shoe 
Store Managers or Assistant Managers, who 
are interested in Managerial positions with 
a large Midwestern Chain payme salary and 
bonus. Communicate with Personnel 
Director: P.O. BOX 658, acme Ohio. 











_ prnnee aaa! SHOE BUYER: Aggressive, 
promotional-minded Buyer for large Mid- 
west Department Store. Experience should qual- 
ify applicant to handle up to half-million volume. 
Excellent salary and bonus. Interview Midwest 
or New York. Write in confidence full per- 
sonal and business details. Address #603, care 
Boot & Shoe Recorder, 100 East 43nd Street, 
New York 17, N. Y. 

HOE BUYER AND SHOE MERCHAN- 

DISE MAN for chain of ten stores. Stores 
are junior department stores having family shoe 
departments, located in Kentucky towns oi 2,500 
to 25,000 population. Man must have chain- 
store system experience and be able to buy, 
merchandise, and visit stores weekly. Apply 
by mail to M. Shapira and Sons, 528 W. Main 
St., Louisville, Kentucky. 








a4. FOR WOMEN’S AND CHIL- 

EN’S SHOE DEPARTMENT in Ju- 
nior Department Store located in Middle West; 
Population 15,000. State previous experience, 
reference, and age. Address #602, care Boot 
& Shoe Recorder 100 East 42nd Street, New 
work t7, mc Y. 


TACTORY MANAGER, Superintendent, or 

experienced manufacturer: going women’s 
fine welt factory is looking for a High-Class 
Factory Manager or Superintendent or experi- 
enced Manufacturer to take full charge and 
operate. Opportunity for investment, or can 
produce certain pairage to his account if de- 
sired. Please write fully so interview can be 
arranged. Address #649, care Boot & Shoe 
ee 100 East 42nd Street, New York 17, 


MIPDLE WEST WHOLESALER OF JU- 

VENILE FOOTWEAR wants man to 
assist in Management and Buying. Good op- 
portunity for right man. State age, experience, 
salary, and all pertinent information which will 
be heid confidential. Address #663, care Boot 
S 95 Recorder, 100 East 42nd Street, New 

or 











LINE WANTED 








MANUFACTURERS 


West Coast Shoe Travelers Associates have capable 
salesmen in their organization to represent your 
company. All territeries Denver West. If you have 
openings in above territories communicate at once 
with our Association. WIST COAST SHOE 
TRAVELERS ASSOCIATES, ROOM 320, HAAS 
BLDG., 219 WEST SEVENTH STREET, LOS 
ANGELES (4, CALIF. 











XPERIENCED YOUNG SALESMAN DE- 

SIRES NEW CONNECTION with Manu- 
facturer, to cover New York and 300 Mile Ra- 
dius, or New York and Southeastern States. 
Address #644, care Boot & Shoe Recorder, 100 
East 42nd Street, New York 17, N. Y. 


HOEMAN, AGE « 41; ; MARRIED; NOW 
EMPLOYED Managing Family Shoe Store; 
23 years’ experience. Wants road job with re- 
liable Manuiacturer in West; Living in Cali- 
fornia last nime years. Have never been un- 





employed. Address #664, care Boot & Shoe 
ama 100 East 42nd Street, New York, 





POSITION WANTED 





INDOW TRIMMER: 20 Years’ Ex- 

perience >. Shoe Windows; Modern Back- 
grounds and Layout. Let me help you increase 
business through better displays. Anywhere in 
Metropolitan area and New Jersey. Reasonable 
rates. Address #656, care Boot & Shoe Re- 
corder, 100 East 42nd Street, New York 17, 








For SALE: SHOE DEPARTMENT IN 
FASTEST GROWING CITY ON GULF 
COAST; Population 27,000 — 50 miles from 
Houston; Best Location in City; Carrying 
Branded Lines Ladies’ and Children’s Shoes. 
Will gross $55,000. this year. Good reason for 
selling. About $9,000 will handle. Address 
#643, care Boot & Shoe Recorder, 100 East 
42nd Street, New York a7, MY. 





HILDREN’S GOODYEAR WELT FAC- 

TORY FOR SALE. Address #661, care 
Boot & Shoe Recorder, 100 East 42nd Street, 
New York 17. N. Y. 





EPARATE WOMEN’S AND MEN’S BET- 
TER GRADE SHOE DEPARTMENTS, 
selling best Nationally Advertised Lines, lo- 
cated in the best Ready-to-Wear and Men’s 
nye | Store. Large Alabama City. Volume 
. Inventory $35,000 plus a small sum 
_ pee will. Good lease. Owner selling be- 
cause of other interests. Address #659, care 
Boot & Shoe Recorder, 100 East 42nd Street, 
New York 17, N. Y. 





FoR SALE: WOMEN’S AND CHIL- 
DREN’S SHOE STORE, with exclusive 
franchise of one of the best Orthopedic Shoes 
in the country. Good going business, with tre- 
mendous future assured. Miami area. 
location ; fine lease. Low rent. Contact: BILL 
BRAND, 4380 S. W. 5th, MIAMI, FLA. 





-RAY, ADRIAN, Used, but like new; Ma- 
hogany ; $325.00; closing up branch store. 
ANTHEIL’S, 135 Academy Street. Trenton, 


New Jersey. 





WANTED TO PURCHASE 








JOBS - CANCELLATIONS - CLOSE OUTS 

AND IRREGULARS FROM FACTORY 

SOURCES ONLY - FOR DETAILS WRITE 
P. O. BOX 805, 
SYRACUSE, N. Y. 








WILL BUY CLOSE OUTS AND 
COMPLETE STOCKS 


of Quality Shoes for Men Women and 
Children. 


For Cash 
BROITMAN-GAFFIN SHOES, INC. 
147 Duane Street, New York 7, N. Y. 
Telephone BEekman 3-7290 








WILL PAY CASH 


For Stock, Stores, and Leases, Penn- 
sylvania, New Jersey, Maryland or 
Delaware. 


Address Box 148, care BOOT & SHOE RECORDER 
100 East 42nd Street, New York 17, N. Y. 








WE BUY 
SURPLUS AND COMPLETE STOCKS 
OF BETTER GRADE SHOES 
FOR CASH 
SHORT LEASES ASSUMED 


YOUR NAME AND BRAND 
PROTECTED 


IRVIN RUBIN, INC. 
“The House of Jobs” 
89 READE STREET 
New York City 
Phone BARCLAY 7-7887 














Boot and Shoe Recorder 

















WANTED TO PURCHASE 











WANTED TO PURCHASE 


WANTED TO PURCHASE 




















Handy, durable clamp for 
displaying pairs in many po- 
sitions. No display stand $6.00 
needed. Price per dozen........ 


M. D. POLLINGER CO. 


HOLLAND BLDG. ST. LOUIS, MO. 











THE 
INVISIBLE 


SHOE 
FORM 


NX 


For More Attractive Displays 


Made to display the shoe and not the form. 
Forms open heeled pumps perfectly and 
easily in less time. No bulkiness, fits 
either shoe and brand names are not con- 
cealed. Made from high quality clock 
spring steel. $3.00 per dozen pairs. Dis- 
count on 12 dozen pairs or more. 


F.BF. DISPLAY CO. 


Route 2, Box 646, Indianapolis 44, Indiana 





Pending 











Cost-of-Living Increase 
Granted by International 


St. Louts.—An additional 3 cents an 
hour cost-of-living wage increase went 
into effect July 5 for approximately 
30,000 production workers of the Inter- 
national Shoe Co. at approximately 37 
piants in nine states. 

The increase resulted from a contract 
signed in October, 1947 which provided 
for a 3-cent increase up to 12 cents, 
each time the cost of living index of 
the Labor Department in Washington 
showed a five-point increase. 





Endicott-Johnson Plans 
Larger Production 


ARCHBALD, Pa.—Charles F. Johnson, 
Jr., vice-president and general manager 
of Endicott-Johnson Corporation, told 
600 persons attending a Loyalty dinner 


July 15, 1948 











GET TOP VALUE 


in Selling Your 
e SURPLUS STOCKS or 
e COMPLETE STORE 


CAMITTA SHOE CO. 


120 NO. 4th ST. PHILADELPHIA 6, PA. 
Phone Lombard 3-2062 








CASH PAID FOR 
SHOE STORES 
CLOSE OUTS, JOB LOTS 
SHORT LEASES ASSUMED 


B. SABIN 


93 READE ST. NEW YORK 13, N. Y. 
Telephone WOrth 2-2515 

















Quality Shoes tor Men, Women 
and Children 
Scrupulous Protection fe 


Bh” meade St. 


r BARIS BUYS for CASH 










t Term Leases Assumed 


your Name ard Branda since 1932 


BARIS SHOE CO., Inc. 


New York 7, N. Y. 


Tel.: WOrth 2-5180 











TOP DOLLAR! 


FOR YOUR ODDS AND ENDS, CLOSEOUTS 
OR COMPLETE STOCKS 


EDDY SHOE COMPANY 


ALWAYS RELIABLE 


SELL YOUR JOB LOTS 


SAM CAMITTA & SONS 


95 Reade St., New York 13, N. Y. 

















Buying, Selling Shoes for 35 years 
CASH TOP PRICES 
Discontinued stocks 
HARRY HESS 


76 Reade Street New York 7, N. Y. 
Telephone: WOrth 2-896! 











at the Keystone State Shoe Co. plant 
here that the Archbald factory will ulti- 
mately employ 450 persons and have an 
annual payroll of $800,000. The com- 
pany is an Endicott-Johnson subsidiary. 
Current production is about 1,000 pairs 
daily. 





Opens New York Office 


New YorkK.—Tom O’Rourke, who 
sells The Brown Shoe Company’s 
Robin Hood line of juvenile shoes in 
New York, New Jersey and Philadel- 
phia, has opened a permanent office in 
Room 539, Marbridge Building, New 
York City. 


California Shoe Plant 
To Increase Production 


Santa Rosa, CALIF. — Jerome M. 
Kushins, president, Kushins, Inc. an- 
nounces the reorganization and mod- 
ernization of his plant. Upon comple- 
tion of the present plans, Kushins, Inc. 
will produce about 1200 pairs of boots 
and shoes daily. 

Named brands produced by this fac- 
tory include Calotan, working shoes and 
sportsmen boots; Calopedic, scientifical- 
ly designed street shoes for men; Calo- 





46 No. 4th St. Phila. 6, Pa. Foremost Shoe Buyers Since 1906 
Phone: LO 3-9533 COrtlandt 7-6378-9 
femme, boots for women; Santa Rosa, 
MY HOBBY popular priced working boots and shoes; 


as well as the Calomaster line for boys. 
Frank J. Drufkle is sales manager while 
Dan Cronin continues as superinten- 
dent. Anthony J. Romero, vice-president 
and treasurer, has charge of office man- 
agement. 





President Truman Gets Shoes 
Made by Toronto Admirer 


TORONTO, ONTARIO. — President 
Truman recently received a gift of a 
pair of hand-made dress shoes from a 
Toronto admirer, Nicholas Alianello. 

Through the Canadian embassy he 
was able to obtain the size and char- 
acteristics of the president’s feet. The 
shoes were received at the embassy and 
passed along to the State Department 
for presentation. The shoes are black 
English kid with lining of Indian goat- 
skin. The size is 8%. 





Man’s Shoes Size 16AA Go 
Te High School Boy 


MANCHESTER, N. H. — Satter’s 
Sundial Shoe Store in this city placed 
a pair of 16AA men’s shoes on display 
and offered them to anyone wearinz 
that size. Then Ted Satter, proprietor, 
sat back and waited, wondering if any- 
one could fill the Sundial “Longfellows.” 

Finally, along came Charles McGran- 
aghan, 16-year-old sophomore at St. 
Joseph’s high school and son of a locai 
police captain, who could use his 225 
pounds as a member of his school’s 
football team if he could find shoes to 
fit him. 

He walked off with the king-size 
specimens, 

















MERCHANTS’ NEEDS 


MERCHANTS’ NEEDS 


MERCHANTS’ NEEDS 











ROOM 204 





All Shoemen should own an ALL PURPOSE SHOE STICK 
$2.95 P.P. 


Guaranteed for All Time 


120 N. Main st. ALL PURPOSE SHOE STICK CO. rockrorp, iuinots 









SAVE SALES 
Easy to Use for all types 
of shoe stretching on men’s 
women’s and children’s 
shoes. 











MAKE THAT SHOE FIT 


SHOE DOCTOR SHRINKERS 






FIT COMES FIRST. Make shoes 
fit around the ankle. Step gap- 
ping at the sides and slipping in 
the heel (ne more heel liners 
necessary). All fullness or wrink- 
les in leather or fabric easily 
shrunk without harm. Assure foot 
comfort for hard-te-fit feet. 


Special combination offer $42.50 
(fluids included in above prices) 
Send your order or write for detail information. 

E. C. SMELTZER CO. 


121 E. Sist Street, Indianapolis, ind. 








Endicott-Johnson 
Workers Honored 


BINGHAMTON, N. Y.—Endicott Sole 
Leather Department of Endicott-John- 
son Corporation honored five retiring 
co-workers at a testimonial dinner 
June 24 in the Endicott E. J. Diner. 

Honor guests were Mary Buccilatt, 
Charles Parker, Joseph Kocian, Albert 
Clark and Michael Evanek. 

Ralph Carroll was _ toastmaster. 
Charles F. Johnson, Jr., E-J vice presi- 
dent and general manayer, was princi- 
pal speaker. 


Trade-In on Old Shoes 
Gives Footwear to Needy 


MILWAUKEE, WIS.—By combining 
the average citizen’s urge to help un- 
fortunate people with his _ business 
sense, Val Nelson, manager of the 
Karl’s Poll Parrot Shoe store at 480 
W. Wisconsin Avenue, here, has worked 
out a charity tie-in promotion that has 
evoked favorable comments from cus- 
tomers. 


150 


The promotion consists of a large 
four-column-wide ad in the daily paper 
saying, “Save $1 per pair on famous 
Poll Parrot Shoes. We will pay $1 for 
a pair of wearable old shoes. Old shoes 
will be given to accredited European 
relief organizations and shipped to the 
needy children of Europe.” Then the ad 
also states that the dollar bill is to be 
applied on the purchase of a new pair 
of shoes. 

This makes a powerful appeal to the 
average citizen who is deeply interested 
in lending a hand to those less fortu- 
nate than himself, especially children. 
When he collects a large pile of these 
wearable shoes, Mr. Nelson divides them 
equally among several organizations. 





New Wholesaler Carries 
Juvenile Shoes 


NEW HAVEN, CONN.—The Sher- 
man Grant Shoe Co., wholesalers of 
children’s and infants’ shoes, recently 
began operations here at 193 George 
Street. The concern is owned by Sher- 
man Grant who is in the business for 
himself after having been associated 
for the last 12 years with his uncle, 
Ben Glazer, who operates the Glazer 
Shoe Co., local jobbing house. Popular 
price lines of juvenile shoes under the 
branch name “Yearlings,” are carried 
by the new company. 

Mr. Grant comes of a family that 
has been in the shoe business for more 
than 60 years. 





Stiebel Co. Appoints 
Four New Salesmen 


ST. LOUIS.—John M. Stiebel, presi- 
dent of Stiebel Shoe Co., recently an- 
nounced the appointment of four new 
salesmen. 

They are: William H. Heimer, Jr., 
North of the Mason-Dixon line from 
the Rocky Mountains East and North to 
the Canadian border; Mack Seely, the 
South; Tom Foster, New York City area 
and Jack Grossman, the West Coast. 





New Shoe Store Planned 


PorTSMOUTH, VA.—M. J. Massey, for 
many years active in the shoe business 
here, will open Massey’s Shoe Store 
about August 1. The ultra-modern es- 
tablishment will be located at 433 High 
Street. 





* ADULT MODEL $15.00 
* JUNIOR MODEL $15.00 


Efficiency 
Of Fit 


YOURS WITH THE NEW 


Spa 


With the Brannock Adult and 
Junior Model Devices, the shoe fitter 
can get immediate “Heel-to-Ball’’ — 
“Heel-to-Toe”’ —Width-at-Ball” direct 
measurements. This means speedy, 
accurate fitting; more sales per fitter; 
more perfect fitting; fewer misfits 
with their subsequent costly and 
troublesome exchanges. 

“Available at special cooperative price 
if ordered through certain shoe manu- 


facturers—for this list and full details 
write to 


THE BRANNOCK DEVICE 


COMPANY 
Syracuse 4, New York 











b ADVERTISING 


'CUippings 





—here's how to get 


More Butiness ! 


HE Vincent Edwards Idea Clipping 

Service has over 2.000 satisfied users. 

Each order filled according to what 
you want; wholesalers usually request best 
retail ads; manufacturers usually want ads 
of competitive brands. 

You will find that a study of newspaper 
ad clippings is the quickest and least ex- 
pensive way to keep in touch with what’s 
going on. 

Use coupon below to learn more about 
this valuable service and the special short 
term trial offer. No obligation, of course. 


VINCENT EDWARDS & co. 


World's Largest Advertising Service 
rganization 


342 Madison Ave., New York City 


Please tell me more about your news- 
paper ad clipping service and special short 
term trial offer. 

City 


Name .... 





Company 
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Here’s United Last’s Platform for °48 and Every Year: 


United Last Styling . « 
United Last Lecations . 
Inited Last Know-How 


United Last Research . 


Shoe style trends begin with the last. Year after year, United 
Last creations headline the style front as top-notch sellers. 


From branch factories strategically located, comes swift and 
reliable service paced to meet your needs. 


Dependable, precision-built lasts constructed to company-wide 
specification of the best obtainable materials. 


Product-wise and style-wise United Last research helps 
“spark” new ideas and methods. 


UNITED LAST CO., BOSTON, MASS. 











































Nunn-Bush 


: 3 . Frankly Made for Berter Living 


~~ 
aa 


You can be sure your Nunn-Bush shoes will be a 
gratifying expression of the shoemaker’s art. It is 
never the Nunn-Bush nature to compromise with 
quality. Ankle-Fashioning offers you more style miles 
and snug “heel pocket” comfort which we believe 
only Nunn-Bush shoes provide so enduringly. 
& 
\%. See what you get because Nunn-Bush 
\S deliberately strives to build the world’s 
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most satisfying shoes for men. 





Style 2347 


COMMANDER Last 
Style 2327 
Tan Scotch Grain 
Harness Stitched 
Winterweight Sole 
Rubber Heel 


CLYDE Last 
Style 2347 
Brown Scotch Grain 
Medallion Tip 
Winterweight Sole 
Rubber Heel 


CLYDE Last 
Style 4300 
Genuine Shell Cordovan 
Reverse Welt 
Winterweight Sole 
Leather Heel 


CLYDE Last 
Style 805 
Brown Arctic 
Full Leather Lined 
Hand Stitched Vamp 
Winterweight Sole 
Leather Heel 


Style 4300 


Style 805 


NUNN-BUSH SHOE CO .- Manufacturers + MILWAUKEE 1, WISCONSIN 
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Once there was a Children’s Shoe Dealer whose yearly sales records 


resembled a relief map of the Rockies. And not a very accurate one, | 
at that, because there were far more valleys than peaks! 
At back-to-school, Easter, and off-to-camp times, his store was full } 
of traffic... but the rest of the year he had more than enough time ; 
to pace the floor and wonder if his customers had stopped growing, : 
lost his address, or moved away! | 
Then, like the good brownie in the fairy tale, the STRIDE RITE 
REMINDER CARD came into his life. The CARD went into the homes 
of his customers and said: “Children’s feet grow all year ’round! The, : 
shoes that were fitted two months ago may already be outgrown! Come 4 


in soon for a shoe size check-up!” 


| , dize records kept and reminder cards © 

mor. a ¢ sent, add up to protection for young — 
feet, increased customer confidence and 
the elimination of peaks and valleys in 
your business scenery. REMINDER 


CARDS BRING THE CUSTOMERS 
BACK! 





Green Shoe Mfg. Co., Boston, Mass. 








